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Rough Proofs 


The ghost of The Literary Di- 
gest waved a long, bony finger at 
the public opinion experts and 
cackled knowingly, “I told you 
so!” 

see 


Gillette probably regards the 
outcome of the national election 
as another triumph for the clean 
shaven mug over the mustached or 
whiskered visage. 

ae68 


Kiplinger told his subscribers, 
“The government goes on, but 
the management has changed.” 

Even the old management ex- 
pected to have its contract can- 
celed. 


CAPSULE STORY 
Gals who want curls and don’t 
care for Toni 
Can buy ’em in capsules and 
save time and money. 


Defeated candidates can bow out 
with good wishes for their success- 
ful opponents, but erring pollsters 
have to spend a lot of time trying 
to think up a good alibi. 

=se68 


The sports desk says the same 
people who thought Dewey had 
the election in the bag put their 
money on Jess Willard to take a 
brash youngster named Jack 
Dempsey back in 1919. 

agen 

Milton Berle offered six pages 
of Dewey jokes at a bargain price 
on Nov. 3, and a lot of editors 
filed their wastebaskets with 
high-priced copy about Dewey’s 
new cabinet. 

geen 

Jack Benny ought to be very 
happy. At last he has broken into 
Technicolor in pictures—via the 
color pages of The Saturday Even- 
ing Post. 

sen 

Commissioner Freer, who re- 
signed his $10,000 job with the 
FTC, points out that everybody 
talks about inflation, but nobody 
in government service does any- 
thing about it. 


see 
The New School for Social Re- 
search will give an A.B. degree to 
Students majoring in public rela- 
ons, so now you can’t say it 
ist an art. 
ae68 
4 lot of administration officials 
expected to move out of Washing- 
to. Jan. 20, and most of Mr. 
T:uman’s unenthusiastic cabinet 
members haven’t had to change 
their plans. 
aes 
“rom now on Harry Truman, 
fighting Missourian, will no 
© ger be called a political acci- 
it, but a political miracle man. 
seen 
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Vlaybe the public opinion polls- 
s would find it a lot easier and 
‘e s nerve racking to get into the 
SLsiness of predicting 
sc 


football 
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What to Watch 


in Washington 


New Deal in Saddle; 
Change Will Affect 
All Businesses 


By STANLEY E. CoHEN 


WasHINGTON — Look over the 
election returns and one conclusion 
seems inescapable: The New Deal 
is back in the saddle. After Jan. 20, 
it can be expected to ride—and 
ride hard. 

By nature, President Truman is 
conservative. Returned to office in 
a heroic campaign which will be- 
come American legend, he can be 
expected to follow through his 
criticism of the 80th Congress by 
using the newly won Democratic 
majority to push through New Deal 
legislation which has been stymied 
since 1938 when FDR first occupied 
himself with the Hitler menace. 

If he hesitates, remember that 
“liberal” forces in the new Senate 
are immeasurably stronger. Men 
like Douglas of Illinois, Kerr of 
Oklahoma, Humphrey of Minne- 
sota, Anderson of New Mexico and 
Kefauver of Tennessee have a 
mandate—and it is not a mandate 
to follow in the steps of the 80th 
Congress. 


s During the coming months an- 
ticipate action on higher minimum 
wages, public housing, liberalized 
social security, federal aid to edu- 
cation, possibly a national health 
insurance program. The Taft- 
Hartley law will be revised, but 
its important features retained. 

The election has left business 
spokesmen here groggy. Their 
plans are completely upset. Instead 
of pushing for such things as 
“clarification of the anti-trust 
acts,” they have to anticipate the 
New Deal proposals which will 
create problems for their “con- 
stituents.” 

One sure bet: Postmaster Gen- 
eral Jesse Donaldson will be back 
on the Hill for higher postage 
rates, and this time it will be hard 
to head off a sizable increase for 
the users of second class, and for 
direct mail advertisers. 


gs Other probabilities: Nothing 

will be done to dull the impact of 

Supreme Court and Federal Trade 
(Continued on Page 88) 


Creative Man 


adds to the other pleas 
for ace copy men. See 
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THE NATIONAL NEWSPAPER OF MARKETING 


Arch Crossley 


Well, Mr. Truman Should Love Them 


George Gallup 


The disastrous results of the election opinion polls have 
serious implications for all advertising and marketing men. 
For that reason AA presents in this issue a detailed roundup 
of news and comment, including analyses of other researchers’ 
opinions, a “box score” on the predicted vote and the actual 
vote, and a study of various types of sampling methods. 


Elmo Roper 


Latest Sectional 
Polls Indicated 
Democratic Rise 


But Data Was Discounted; 
AA Tabulates Forecast 
Errors State by State 


Cutcaco—In California, [linois 
and Ohio, the states which assured 
the Truman victory, last minute 
locally-conducted polls indicated 
the strong Democratic upsurge, 
even though published results of 
both local and national polls were 
eff as much as 8%. 

In California, for example, Pea- 
cock & Field, operator of the Cali- 
fornia poll found, in a last min- 
ute survey of the state, that Dewey 
had only a 1.6% margin. The con- 
trast between this figure and 
Crossley and Galiup polls was so 
great, however, that the company 

(Continued on Page 91) 


Pollsters Poll 
on Vote Shows 
100% Don’t Know 


‘Tragic Three’ Give 
Explanations Which 
Explain Very Little 


New YorK —“I don’t know, but 
I’m certainly going to try to find 
out.” 

That, in essence, is the answer 
which each of the three major 
national election pollsters—Gallup, 
Roper and Crossley—gave to the 
hundreds of thousands of people 
who wanted the answer to the 
year’s most important jackpot 
question: “How come you were so 
far off on the election results?” 


ws Asked if he would stay in the 

public opinion reporting business, 

Dr. George Gallup replied, “Ab- 
(Continued on Page 4) 


By Wroe ALDERSON 

Current reactions of business 
men against the public opinion 
polls present some urgent issues 
for the pollsters, for the market- 
ing research field and for the busi- 
ness men themselves. 

Serious injury to all three can 
result unless these issues are 
clearly recognized and given ra- 
tional consideration. It is only 
natural in circumstances of politi- 
cal shock and frustration for the 
polls to be condemned by those 
who had come to accept their ver- 
dict as final. The gravity of the 
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AMA Head Analyzes Poll Problem 


The following analysis of the effect of the election poll on 
marketing research was written by Wroe Alderson, president of 
Alderson & Sessions, Inc., Philadelphia marketing and manage- 
ment consulting firm. It is worthy of serious consideration by 
the advertising and marketing field. 


issues, however, will not permit 
prolonged indulgence of an emo- 
tional reaction. The pace of events 
is so swift that it is necessary not 
only to think straight but to 
think fast. 


ws The situation needs to be re- 
viewed from the standpoint of the 
three groups which have been 
mentioned, namely, the pollsters, 
the marketing research field, and 
the business executives who use 
marketing research as a manage- 
ment tooi. 
(Continued on Page 87) 
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Sour Notes of Pollsters Upset 
Everyone—Especially Admen 


Implications of Wrong 
Guesses on Elections 
Frighten Researchers 


New Yorx—The amazingly bad 
steer which practically all election 
polls gave the country last week 
created almost a nightmare for the 
advertising and marketing busi- 
ness, which is the prime user of 
sampling and polling techniques. 

In many quarters, fear was ex- 
pressed that the election polling 
debacle would tend to cast sus- 
picion upon marketing research 
and sampling techniques, to the 
point where an extremely impor- 
tant marketing and advertising 
tool might be seriously damaged. 

Although most research men in 
marketing found themselves the 
subject of jibes—some of them 
extremely well barbed—from their 
friends and co-workers, a thorough 
study of the field by Apverrisine 
Ace shows that while there is 
deep concern, most research people 
believe no permanent damage has 
been done. In fact, there are a 
surprisingly large number of math- 
ematicians, statisticians, sampling 
authorities and others who wel- 
come the opportunity to clear up 
the atmosphere and to differen- 
tiate between election polls and 
attitude or opinion surveys, com- 
mercial fact-finding studies, etc. 


s Philip M. Hauser, now professor 
of sociology and assistant dean of 
the division of social sciences at 
the University of Chicago, is one 
of those who thinks it high time 
to make some distinctions clear. 
Mr. Hauser, who is on leave of 
absence as deputy director of the 
Bureau of the Census and was 
formerly assistant to the Secretary 
of Commerce, was one of a com- 
mittee of four government experts 
called in by the House committee 
on campaign expenditures in 1944 
to investigate the Gallup poll. 


s Three basic points were made 
by Mr. Hauser: 

1. “There is a tremendous gap 
between measuring opinion and 
predicting behavior which has 
worried sociologists for years, but 
which political pollsters seem to 
ignore. What opinions people have 
are not necessarily synonymous 
with the action they will take in 
any particular area. Thus, the 
election polls might very well 
measure opinion accurately, but be 

(Continued on Page 92) 


Outdoor 


Beginning on Page 31 of 
this issue, AA presents a full- 
scale picture of the outdoor 
advertising industry, which 
accounts for more than $100,- 
000,000 of advertising volume 
annually. Of particular inter- 
est is the “Outdoor Primer,” 
a detailed explanation of 
how the industry works, what 
it has to sell, how much it 
costs, etc. 
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Pbiat, 


GF Promotes Brown 


Linwood F. Brown, who joined 
the Post Cereals division of Gen- 
eral Foods Corp., Battle Creek, 
Mich., in 1947 as assistant sales 
manager, has been appointed asso- 
ciate sales manager of the division. 
R. P. Campbell and John B. Mc- 
Laughlin, assistant advertising 
managers of the Post Cereals di- 
vision, General Foods, have been 
named associate advertising man- 
agers. 


WAAM Carries DuMont Shows 
WAAM, Baltimore, which went 
on the air last week, is carrying 
several DuMont programs, includ- 
ing Old Gold’s “Original Amateur 
Hour” and the “Small Fry Club.” 
This station also is serving as the 
Baltimore video outlet of ABC. 


LYDE J. HIBLER 4 
Consultant A 
TECHNICAL WRITING p7 

Catalogs, Publicity 
Training Manuals 


30 W. Washington Street 
Entral 6-3910 Chicago 2, Ill. 


Radio and Video 
Kept the Voters 
Up All Night 


New Yorx—For the first time, 
television and radio have covered 
a national election as a commercial 
venture. Earliest reports are that 
neither the broadcasters, advertis- 
ers nor public were displeased with 
this innovation. 

Video, which thrives on special 
events, handled this big-time battle 
in a manner well calculated to spur 
the sale of video sets. 

The American Broadcasting Co. 
and Kaiser-Frazer, which spon- 
sored its broadcasts and telecasts 
through Morris F. Swaney, Inc., 
started at 7 p.m., EST. The auto- 
mobile manufacturer signed off for 
radio at 9 a.m. the following day. 

Telecasts from New York for they 


East Coast stations and from Chi- 
cago for the Midwest began at 
7 p.m. and wound up at 5:15 a.m. 
at the latter and at 9 a.m. here. 


a Walter Winchell, who goes to 
work for Mr. Kaiser and Mr. 
Frazer early next year, looked like 
a sure bet for television in his 
debut before the cameras. He and 
his fellow commentator, Lee Hat’s 
Drew Pearson—who, incidentally, 
seemed somewhat ill at ease in his 
new role—wore their hats, in typ- 
ical Hollywod reporter fashion, de- 
spite the glaring hot lights. 

Henry M. Swartwood, advertis- 
ing director of K-F, assistea in de- 
livering the sales pitch for the ra- 
dio network and the East Coast 
television chain. 

Columbia Broadcasting System, 
which sold its radio and television 
rights to Nash Motors (Geyer, 
Newell & Ganger) for an estimated 
$125,000, did a highly professional 
job on the telecasts. Its corps of 
commentators, led by Doug Ed- 
wards and Edward R. Murrow, 


+} used several times throughout the 


-- 
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Look, Ma—just like The Des Moines 
Sunday Register covers lowa! 


Not quite, sonny. The Des Moines Sunday Register 


leaves nothing uncovered! 


It completely dominates 83 of lowa’s 99 counties 
with 50% or more coverage. 
cover less than 25% of all families. 

Circulation tops 500,000 .. . only ten American 
cities have newspapers that big. As for buying 
power, lowa’s urban market alone accounts for more 
retail sales than Boston, St. Louis, Cleveland, or 
San Francisco. And the farm income is far and 


away the highest of all states! 


Yet The Des Moines Sunday Register brings you 
70% of Iowa's buying families—all in one package 
—for a milline rate of only $1.70. 


Nowhere does it 


THE DES MOINES 
REGISTER ann [TRIBUNE 


— Oe 
ta 


PACKAGES A STATEWIDE URBAN MARKET 
RANKING AMONG AMERICA'S TOP 20 CITIES 


ABC Circulation March 31, 1948: Daily 368,703—Sunday 500,437 


Basic Member American Newspaper Advertising Network 


were particularly suited to the 
medium. Background film shots and 
outside pickups were liberally in- 
terspersed with studio scenes of 
the newsroom, voting charts and 
commentators to add variety to the 
prolonged affair. CBS, as did the 
other networks, conveyed the rou- 
tine of the newsroom as an excit- 
ing process. 

Nash commercials, some of which 
had Red Barber literally taking 
the company’s new model apart, 
usually ran three to four minutes. 
CBS trouble shooters did, however, 
solve one major problem in con- 
nection with the sponsor’s plugs. 
In early rehearsals the shiny new 
models photographed rather bad- 
ly—a situation which was much 
improved after the car had been 
well smeared with buttermilk. 


ws Life, which carried the East 
Coast telecasts over NBC, man- 
aged almost continuous sponsor 
identification by attaching a huge 
Life-NBC badge to its reporters 
and editors appearing on the show. 
Regular announcements, written 
by Young & Rubicam, were brief. 
An inter-city phone call tech- 
nique, with a writer in New York 
interviewing such persons as Har- 
old E. Stassen in Philadelphia, was 


special telecast, which started for 
Life and NBC at 9 p.m., EST., and 
continued until 11:30 a.m. the fol- 
lowing day. 

NBC estimated that 650,000 per- 
sons saw RCA’s telecast of election 
news as carried on the midwest- 
ern network through J. Walter 
Thompson Co. Two-way phone 
conversations between commenta- 
tors in Cleveland, New York and 
other cities were featured on the 
all-night program. 


es Chevrolet, through Campbell- 
Ewald Co., sponsored NBC’s radio 
coverage for 12 hours, using 30 
minutes and 40 seconds of it for 
sales time—a figure which is 
somewhat less than the usual com- 
mercial allotment of six minutes 
per hour. Estimates on the pack- 
age price paid by the auto manu- 
facturer ranged up to $150,000. 
Commercials for the sponsor 
blended into the format of the 
broadcast. After getting returns 
from the various states, the an- 
nouncer stepped up with a report 
on how Chevrolet was doing in 
those same areas. 

WPIX, the Daily News station 
here, began its election coverage 
at 7 p.m., filling in the spots when 
there was no real election news 
with a variety show from the stu- 
dio, interviews with the man on 
the street and reports from Repub- 
lican and Democratic “‘victory cele- 
brations” at their respective hotels. 

Chief announcer John Tillman 
drank Ehlers coffee, the sponsor’s 
product, in periodic commercials 
throughout the night. Weiss & 
Geller is the Ehlers agency. 


a The Curtis Publishing Co., the 
first sponsor to sign for broadcast 
of election night returns, paid $75,- 
000 for Mutual’s first rate broad- 
cast. There were plugs throughout 
the evening for The Saturday 
Evening Post, Holiday, Jack and 
Jill and Country Gentleman. Time 
was bought through Batten, Bar- 
ton, Durstine & Osborn. 

WOR-Mutual drummed up trade 
for its broadcast with a _ horse- 
drawn trolley which toured the 
city election day afternoon and 
later led a torchlight parade. The 
vehicle carried huge pictures of 
the candidates for President and 
pictures of Fulton Lewis Jr. and 
Gabriel Heatter—“WWOR’s candi- 
dates for election returns.” 

Only unsponsored television cov- 
erage in New York was that of 


‘in cooperation with Newsweek. 
The magazine picked up hours of 
free advertising in exchange for 
the services of its editors. 
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DuMont’s WABD, which presented | 
|its election returns and remotes'| 


‘AA's’ Ample Sample 
Finds Owners Will 
Bolster Pollsters 


New YorK—A cross-section  { 
publishers and broadcasters inte: - 
viewed just after election day iy 
ADVERTISING AGE’s quadrenni:| 
“how-come” poll, denied repor's 
that they were firing their he)» 
and getting out of the prophecy 
business. 

Exactly 99.4% (or we getting 
mixed up with Ivory soap?) pre- 
dicted that they would be in the 
prophecy business four years from 
now. 

AA’s methodology (i. e., unique 
technique) was to talk to a couple 
of publishers and broadcasters 
(three of whom weren't available 
and one of whom had no opinion) 
and multiply by a couple of thou- 
sand. 


Warren Heads Counoil’s 
Services Prestige Campaign 


H. M. Warren, vice-president of 
National Carbon Co., New York, 
has been appointed coordinator of 
the Advertising Council’s new joint 
Armed Services Prestige campaign. 
Executives of the volunteer adver- 
tising agencies, who will prepare 
the campaign materials, are L. C. 
MacGlashen, executive vice-presi- 
dent, Gardner Advertising Co., and 
Clement H. Watson, vice-presi- 
dent, J. Walter Thompson Co. 

The campaign will be launched 
on Armistice Day by the Advertis- 
ing Council in cooperation with the 
Army, Air Forces, Navy and Ma- 
rine Corps. Goal of the drive is to 
increase public awareness of the 
importance of the armed services 
and build up the prestige of the 
man in uniform. Henry C. Wehde 
Jr. is the council’s staff executive 
on the campaign. 


Mann-Ellis Appoints Two 
Joseph G. Smalley, formerly 
space representative of Haire Pub- 
lications, and Evelyn Cantor, for- 
merly media director of Adair & 
Director-Advertising, have been 
appointed account executives of 
Mann-Ellis, Inc., New York. 


Arnheimer Names Woodley 

Arnheimer, Inc., New York, 
furrier, has appointed the Albert 
Woodley Co., New York, to handle 
its advertising. 


Marathon Names Snyder V. P. 

D. A. Snyder, director of sales 
of Marathon Corp., Menasha, Wis., 
has been named vice-president in 
charge of sales. 


IS YOUR 
BUDGET A 
TWO-WAY STRETCH? 


stretch at the 
won't stretch in 


Dollars won't 
grocer's ... 
advertising. 


Yet an advertising dollar is often 
expected to cover unanticipated, 
unbudgeted items. These are in- 
spirationally squeezed in as the 
year rolls along—at the cost of 
something previously planned— 
or both the original and the new 
are half “salvaged” to the detri- 
ment of both. 


Pre-planning for established ob- 
jectives with prefixed costs, sta- 
bilizes your advertising expendi- 
tures and makes no pretence that 
dollars are rubber. 


Bae sg CSS pe ee? ®t 
TO ADVERTISE... 
unless you do it right! 


JOHN MATHER LUPTON 
Co., Inc. « ADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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le | AVAILABLE AGAIN FOR THE 
FIRST TIME SINCE 1940 


ter - WRITE FOR YOUR FREE COPY OF THE 
SALES QUOTA BOOKLET. Determine your 


y in oe 
nic | 1948 sales quotas this simple, dependable way. =s 
ris ff Get your copy of this free booklet. DOMESTIC be 
helo # ENGINEERING is making it available to all man- ag 
hecy # vufacturers of Domestic Engineering products and 4 
to their advertising agencies. sf 
ting : ) 
pre e 
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e HERE'S HOW TO FIGURE THEM 


ched 

rtis- 

‘ts [@ FOR MANUFACTURERS WITH PRODUCTS IN THE DOMESTIC ENGINEERING FIELD 

is to 

i: |e ANOTHER DOMESTIC ENGINEERING SERVICE 

ne 

five To every manufacturer of products for the Do- compiled statistical information, offers you one 
mestic Engineering field this announcement will of your first and foremost steps in the direction 
come as welcome news. After an absence of eight of balanced sales. As one more vital service to 

sty years the long popular Sales Quota Sheets have _its industry DOMESTIC ENGINEERING is mak- 

>ub- again been made available to these manufac- ing this booklet available to all manufacturers in 
for- turers. this broad field, as well as to their advertising 

A. Here in compact, easy-to-use form, DOMESTIC __ agencies. 

s of ENGINEERING has placed at your disposal all The degree of effectiveness which may be ob- 
of the indices, scientifically combined, necessary tained from the use of this booklet, quite nat- 
to an accurate appraisal of your potential market —__urally, is dependent almost wholly on the extent 

ork, in each state based on 1948 statistics. It will en- of the promotional efforts which may be employed 

bert able you to exert greater sales effort exactly as aresult. Here again the various services of the 
ate where needed. In short it shows you where to DOMESTIC ENGINEERING organization offer 
get your full share of the total business available. | you your most effective approach to this tremen- 

»P Due to the vast population changes which have dous market. 

aoe taken place during and since the war period the If you are not already familiar with these 

. i sales potentials of many states have changed ac- DOMESTIC ENGINEERING services and how 


9 ay eee a Pinner 


Nine times awards have come to the pub- 
lishers of DOMESTIC ENGINEERING in 
recognition for outstanding editorial ac- 
complishment. 


cordingly. That is why it is of such tremendous 
importance for the manufacturer to gear his sales 
and promotional programs to today’s require- 
ments. 

The Sales Quota booklet, with its accurately 
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OLA 
DOMESTIC ENGINEERING PUBLICATIONS 21'2.22'0\ccss 


they can assist you in all of your marketing prob- 
lems consult your advertising agency or write 
directly to DOMESTIC ENGINEERING PUB- 
LICATIONS, 1801 Prairie Avenue, Chicago 16, 
Illinois. 


—— i 


IU WAALLT LY 


DOMESTIC ENGINEERING PUBLICATIONS 
1801 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 
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| Pollsters’ Poll 
on Vote Shows 
100% Don't Know 


(Continued from Page 1) 
solutely.” His reports were car- 
ried by more than 100 papers. 

He told an AA reporter he had 
set in motion two studies a week 
before the election, to find out 
“the nub of this whole problem.” 


Got A Drug Product? 


Many drug firms are 
erying the blues. But 
my client's sales are 
over 10% ahead. Want 
more business... NOW? 
Write: 


Box 7113, Advertising Age 
330 W. 42nd St., New York 18, N.Y. 


He defines the nub as “how to 
discover the people who will vote 
from .those who will not.” 

This election had fewer people 
going to vote than in any election 
in 100 years in terms of percent- 
age of voters, Dr. Gallup said. He 
said the total vote would be 48,- 
000,000—a little more than 50% 
of total voters. 

“That’s fewer people than voted 
in 1940, and 20,000,000 voters have 
come of age during this period,” 
he said. He reminded AA that he 
had brought up this problem at a 
speech at Yale last spring. 

If the U. S. had laws like those 
of western Europe, where voting is 
compulsory, pollsters would be 
delighted, he said. 

The two studies begun before 
election will ask: (1) who voted, 
(2) why those who didn’t vote 
didn’t, and (3) when they made up 
minds to vote or abstain. 

Gallup will begin a third study 
this week in which he will try to 


run down the factors of party ac- 
tivity: (1) Were voters contacted 
by telephone, by pamphlets; (2) 
Were voters supplied with trans- 
portation or baby-sitters so they 
could vote. 


ws Elmo Roper, the analyst who 
was hit hardest by the overwhelm- 
ing upset in the election, told AA: 
“The blame for this mistake does 
not lie in the tool itself. It lies 
with us practitioners. I have no 
tendency to duck the blame. 

“Either we have over-estimated 
the potentialities of the tool in an 
emotion-charged situation like an 
election or we have mis-used it,” 
Mr. Roper continued, “but I still 
have confidence in the tool.” 

“T intend to stay in the market- 
ing and public opinion research 
business,” he said. “I am not firing 
anyone, nor am I cutting salaries. 
My lease here expires in April, 
and I am renewing it.” 

The bulk of Roper’s research is 


done for 12 major clients. Four of 
these have already called or tele- 
graphed Roper telling him they 
have confidence in him. He said 
he had not heard from or con- 
tacted the others yet, and “I will 
never speak for the undecided 
vote again.” 


s He estimated that his billings 
from major clients would not be 
off more than 10% in the next two 
years, but added wryly that “I 
am not the person to whom you 
should come for forecasts.” “We 
will undoubtedly lose ‘drop-in’ 
business,” he said. 

As to how the research business 
generally would be affected, Mr. 
Roper believes that clients who 
have bought research because 
others bought it, but have never 
believed in it or used it, will now 
be confirmed in their belief that 
it is useless. Clients who have 
turned research into profit will 
continue to do so. 


eed 


NEW YORK 


Yes, 


QUAD-CITY market. 


the Quad-Cities has been 
steadily gaining in retail sales... 
now surpasses 210 million dollars 
annually!* Over half of this amount 
is credited to the Illinois portion of the 


The only daily newspapers published on 
the Illinois side (where nearly 60% of the 
Quad-City population live) are the Argus- 


Dispatch newspapers. 


These ‘‘home-town’’ newspapers are read 
8 to 1 over any other daily paper. They 


give your message top readership in 
this major portion of the Quad-Cities. 
The Argus-Dispatch newspapers are at 
work in the Illinois section of the QUAD- 


CITY market. . 
YOU! 
*Sales Mgt., 1947. 


CHICAGO 


. put them to work for 


National Representatives — The Allen Klapp Company 


DETROIT 


ROCK ISLAND ARGUS 
and MOLINE DISPATCH 
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Mr. Roper told AA his desk wa: 
festooned with requests for tele 
phone calls. He had also receive: 
the usual number of gibes, in 
cluding one from a man who wired 
“Elmo Solomon Roper. Phooey,’ 
and one from a group of busines: 
men from a small Arizona towr 
who wired him that the com- 
munity was a nice place for a mar 
to start a new business. 


s Archibald Crossley on Frida) 
made the following statement t 
AA: 

“After a very careful post- 
mortem, I sincerely believe tha‘ 
the data obtained in our poll wer 
correct within the normal limit: 
of sampling for the period covered 
I do not think that the election 
result involves any question of 
error in the data, but rather one 
of judgment in guessing how the 
figures could be projected to las‘ 
minute decisions as to whether to 
vote or to stay at home. 

“Our final interviewing was car- 
ried on three weeks before the 
election, and at that time showed 
in a variety of tests a distinct in- 
crease in Truman interest. Experi- 
ence in three Roosevelt elections 
led us to believe that the speed of 
Truman rise would not be enough 
to overcome the five-point Dewey 
lead in time for the election. We 
stated in our articles that if all 
adult citizens voted, the result 
would be a tie; that so long as 
Wallace and Thurmond were fac- 
tors, Truman’s chance of winning 
would be affected by the degree of 
Republican apathy, and that if 
Wallace and Thurmond were not 
factors, Truman could carry or al- 
most carry states with enough 
electoral votes to win. 


s “It is my honest conviction that 
by election day the Truman sales 
campaign greatly accelerated the 
trend in his direction, but more 
significantly, that it served to kill 
a none-too-lively interest in voting 
on the part of Republicans. Tru- 
man even made sales use of the 
polls and political prophets to at- 
tempt to bring about a reverse- 
bandwagon influence. 

“It is this sales aspect of the 
campaign which I think points 
up the relative values of sampling 
in marketing research. In view of 
the contrast between poll findings 
and the election results it may 
seem surprising, but I believe that 
the poll has contributed something 
of value to the science of market- 
ing research—not in the nature of 
a horrible example to avoid but 
rather in the development of a de- 
vice to fill a need. 

“With the spectacle of a highly 
intensive and vigorously aggressive 
sales campaign by one of the 
candidates to bring out the vote, 
and a very restrained super-confi- 
dent attitude on the other side. 
polls had two jobs to do: (a) to 
measure relative favor and en- 
thusiasm at the time of the inter- 
view and (b) to predict wha' 
would happen as a result of the 
two sales campaigns. 


a “The situation in marketing re- 
search is directly parallel. We have 
known for a long while that with 
sampling you can report accurately 
what people have done, and what 
they think at a given time. We 
have known equally well that ou: 
accuracy drops considerably wher 
we attempt to predict what the) 
will do. As an outstanding ex- 
ample, anyone who has attemptec 
(Continued on Page 8) 


IF YOU USE CAR CARDS 
Send for FREE Sample 


“CARDISPLAY” 
Bee 


CARDISPLAY CO. | 
004 MARQUETTE AVE. MINNEAPOLI 


a ee i We ee ee ae ee me ee re 
Ge a ae soli 4. ona: sae ait gam os Eon LNgeerara ats pe: ti Sac Be tes 601 G 3) i ; ‘ : 
ie ie a 
as 
of F 
C—O | 
al : 
&§ Yad. pr. ts a 
. Popes. = | m 

ae ; C. a = er : sae : : -_ pec ee a. * eee 
| Zw, bigger all the i 
_— — —150 | 
bi \ TA\|\ Oy 

_ . By ib 
ae a S 0\e 
Bt — 4 , 

5 \ pon \ 

_ \. Hy | ee 
a 1a oF | 
ie rs 
ae 
—— i 
ia | 
ce a of | 
ene ;* pcos 
_ ) \ — 

a pe tL y ee 

| 2 . y 4 a a a | 
— Fy ee Na 
seh @ erst) § | | 

*N ry é 

cree) . F ty HLLINOTS ° | ; 
a a eae ee | ae : yee 


If you could meet all the families who read The 
Saturday Evening Post... 


If you could spend a little time with each of them— 
living the way they live—learning how they think 
and feel and act... 


If you could see them, not as numbers, but as 
individuals with unusually alert minds, money in 
the bank and an overwhelming urge to live a 
better life . . . 


If you could measure the influence Post families exert, 
the respect they enjoy, in their communities. . . 


If you could observe the way they read the Post— 
clock the hours they spend with it—count the 


number of times they return to it... 


If you could feel the pleasure and mental stimulation 
this magazine gives them—realize the deep faith 
they have in what they read and see in it... 


If you could experience the fascination the adver- 
tising pages have for them—sense the confidence 
these pages inspire . .. 


If you could actually assay the quality as well as the 
quantity of Post circulation .. . 


Then you would understand—as no trumpeting of 
claims, no mere counting of noses, could ever 
make you understand — that The Saturday Evening 
Post is not just another magazine but a member of 
the family .. . 


:..and that is why advertising in 


The Saturday Evening Post works harder, is 
read more thoroughly and ts remembered longer. 
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GM Opens Educational Drive 


The educational section of Gen- 
eral Mills, Minneapolis, will use 
27 educational and nutritional 
publications this month and next 
to promote the current campaign 
by America’s bakers and millers 
on enriched bread. Adaptation of 
the full-page, black-and-white ad 
will appear in the January issues 
of Agricultural Leaders’ Digest, 
Hygeia and National 4-H Club 
News. Batten, Barton, Durstine & 
Osborn, Minneapolis, handles GM’s 
institutional campaigns. 


Joins ‘House Beautiful’ 


James Wright has joined the 
Chicago advertising sales staff of 
House Beautiful, where he will 
concentrate on mail order ac- 
counts. 


Chicago 5. illinois 


424 S. Dearborn St., 


Kiplinger ‘Time’ 
Ad Among Greater 
Election Casualties 


New Yorx—The Capital’s Will- 
ard M. Kiplinger, who has been 
crystal-gazing for 25 years, carried 
a full-page ad for “Kiplinger’s 
Magazine” in the Nov. 8 issue of 
Time under the headline: “What 
will DEWEY do?” 

The issue is prepared to “help 
you dispel the campaign fog... 
give you the information you need 
to formulate your future busi- 
ness and personal plans,” and tell 
you “what to expect from the new 
administration.” 


sw Among the national media 
clutching the left hand of prophecy 
was U. S. News & World Report, 
which devoted its “Newsgram” to 
an elaborate presentation of what 
Dewey will do in the White House. 
“Dewey’s urge,” said the magazine, 
“is to make the Roosevelt New 
Deal work better...The Dewey 


group, young, ambitious, is not at 
all afraid of responsibility ...” 

One word, seen in retrospect, 
seems prophetic on polls. Speaking 
in Cleveland, Oct. 26, President 
Truman snapped, “Polls are like 
sleeping pills designed to lull the 
voters to sleep... but most of the 
people are not being fooled. They 
know that sleeping polls are bad 
for the system.” 

The Life people were still ex- 
plaining a caption over a full-page 
picture of Mr. Dewey in its Nov. 1 
issue, which read: “The next 
President travels by ferry boat 
over the broad waters of San Fran- 
cisco bay.” 


= Joseph and Stewart Alsop, who 
apparently had not heard the elec- 
tion results, were writing in their 
“Matter of Fact” column in the 
Herald Tribune of Nov. 3: “The 
first post-election question is how 
the government can get through 
the next ten weeks... Events will 
not wait patiently until Thomas 
.E. Dewey officially replaces Harry 
S. Truman ...” Practically all the 


other columnists were also caught 
by the reversal. 

The Chicago newspapers suf- 
fered great embarrassment, in 
large part because the ITU strike 
necessitates such early closing of 
editions. The Chicago Journal of 
Commerce came out Wednesday 
with a late flash on Truman’s lead 
—flanked by long stories of what 
to expect from President Dewey. 
The Chicago Tribune editions up to 
early morning carried a_ story 
about Dewey’s election. 


s Actually, the evidence seemed to 
be that the more news-behind-the 
news a publication is, the worse 
shape it was in when the Dewey 
denouement came. 

If it was any comfort to the re- 
porters, commentators and public 
opinion whiz-kids, the stars too 
had apparently faltered in their 
courses. Myra Kingsley, an astrolo- 
gist of some renown, predicted 
confidently in Cosmopolitan that 
a Dewey victory was written in the 
heavens. 

No sooner had the debacle been 
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WIDE WEADOUARTE 


If ny Were an overseas 
— alilomotwe importer, 
youd de if, t00 / 


Let’s FACE FACTS. Importers cannot get all the dollar exchange they 
need. That’s why many of them write to their plants saying “we 


need your merchandise but just can’t get exchange right now!” 

Yet every month many of these same importers are buying from 
other plants and getting the exchange — How come? Why do some 
manufacturers continue to get letters of credit, money in the U.S., 
E.R.P., etc., while others see their exports dropping away to a trickle. 

Here’s what’s happen:ng. Since acute scarcity is no longer t!.e 
problem, just any line won’t do. Importers and their customers want 
accepted, well advertised, presold lines — names that are active in 
their field. The importer is today protecting his more valuable 
franchises— the demand lines— the advertised lines, with permits, 
funds, letters of credit or E.R.P. orders. These lines are now begin- 
ning to fill up the gap as the ‘unknown’ lines are cleaned off the 
shelves and dealers restock. 

Yes, if you were an overseas automotive importer—you’d do it too. 

Moral? Sure—be wise—advertise. 

Concentrate with dominant space where it will do the most good, 
in THE AMERICAN AUTOMOBILE (Overseas Edition) and E. AuTtoMoviL 
AMERICANO — looked for every month by the automotive trade paid 
subscriber readers of these specialized export magazines — both 
wholesale and retail—in 101 countries and territories of Europe, 


Asia, Africa, Oceania and the Western Hemisphere. 


RS FOR AUTO 
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McGRAW-HILL INTERNATIONAL 
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330 West 42nd Street, New York 18, N. Y. 


Domestic Branch offices: Philadelphia, Cleveland, Detroit, Chicago, St. Louis, Boston, 


Dallas, Pittsburgh, Los Angeles, Atlanta, San Francisco 
Overseas Branch offices: in Buenos Aires, Mexico City, Rio de Janeiro, London 
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blueprinted than it found its way 
into advertising. Alfred A. Knopf’: 
ad (for Louis H. Bean’s “How t 
Predict Elections”) in newspaper: 
on Thursday was headlined “Oh 
Mr. Gallup! Oh, Mr. Roper! Ob- 
viously you don’t know Bean’s 
about how to predict elections.’ 
Radio comics were well stocked 
with public opinion poll gags by 
Wednesday night, and the for- 
mat of “Inside U. S. A.” had been 
shifted for some public opinion and 
Dewey jokes. 


ws No major advertiser in New 
York appears to have been caugh‘ 
by “new era” copy, scheduled 
ahead of time to run in anticipa- 
tion of a Dewey victory. However 
Nathan’s Furniture, which had 
prepared a newspaper ad to sel! 
860 pieces of furniture “used for 
a short time in the campaign of- 
fices of the various Republican 
candidates,” ran it through the 
first edition of the Herald Tribune 
under the headline, “You can win, 
too, with Dewey.” This was 
changed later to “You can be a 
winner.” 

The furniture, incidentally, was 
offered “at tremendously reduced 


prices.” 
Editors, columnists and com- 
mentators—95% of whom pre- 


dicted a Dewey victory—hastened 
to confess the error in their ways, 
or conveniently to ignore the whole 
matter beyond telling the news. 
John O’Donnell of the New York 
Daily News wondered, “How is it 
possible to be so utterly, com- 
pletely, downright wrong as this 
political reporter was when he 
believed and wrote that Dewey 
would win by a landslide!” 

Instead of printing a Dewey 
victory cartoon by its editorial 
page cartoonist, Rube Goldberg, 
the New York Sun ran the space 
blank with the line, “Rube Gold- 
berg regrets.” 

Life and Time—which have 
been freely predicting Dewey’s 
election—denied reports that the 
Pawling squire had been ll 
dressed up for appearance on their 
Nov. 8 covers. Atom scientist Op- 
penheimer appears on Time and 
movie starlet Helena Carter on 
Life. Newsweek had time to kill 
a direct mail and newspaper cam- 
paign on Mr. Dewey’s new era. 


Textron Profits Rise 
As Sales Decline 


Consolidated net sales for the 
first nine months of 1948 of Tex- 
tron, Inc., New York, amounted 
to $75,954,000, as compared with 
$89,567,000 for the same period 
in 1947. 

Net profits for the nine months 
ended Sept. 25, 1948, was $4,979,- 
000 compared to $4,048,000 for the 
first nine months of 1947. The 
operations of Dorset Fabrics, Inc., 
and Lonsdale Co. are reflected in 
these figures through Feb. 28 and 
June 26, 1948, respectively, the 
dates on which these companies 
or to be affiliated with Tex- 
ron. 


N. C. Broadcasters Elect 


Harold Essex, of WSJS, Win- 
ston-Salem, has been reelected 
president of the North Carolina 
Association of Broadcasters. Robert 
Wallace, of WOHS, Shelby, has 
been reelected vice-president, and 
Jack Younts, WEEB, Southern 
Pines, has been named secretary- 
treasurer. 
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i Still another case history of a home furnishings advertiser. who’s discovered the plus 


pulling power RETAILING is gerierating since it became a daily, In June, the 
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vin- > | pate Bunting Glidér Co. stepped up its campaign in RETAILING DAILY from a monthly 
bert BS to a weekly schedule. More and more of these advertisers are recognizing this business-building 


nern 2 oF, fact: Because selling is a daily job, RETAILING DAILY is your best business paper buy! 
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Schering Boosts Gleason 

Francis J. Gleason, research as- 
sistant in the management research 
department, has been named head 
of the sales analysis unit of the 
domestic sales division of Scher- 
ing Corp., Bloomfield and Union, 
N. J. 


Joins Keenan & Eickelberg 

Maxwell J. Hunter has joined 
Keenan & Ejickelberg, San Fran- 
cisco agency. He succeeds James 
H. Stanton, who has resigned. 


MARK 'ANDY Announces , 


Sco TCH 


SENT 

FREE 
POINT-OF-SALES big new idea — Scotch Tape 
printed with yeur advertising sign... perforated 


between eech message. BABY BILLBOARDS ready to © 


teer off. Stick enywhere. No dispenser needed. Write 
Mark ‘Andy, inc. of St. Lovis 22, Missouri. 


Pollsters Poll 
on Vote Shows 
100% Don't Know 


(Continued from Page 4) 

to predict fashion popularity will 
tell you that you can discover 
what designs or materials have 
been bought and what are liked 
best now, but forecasting what 
Mrs. Jones will do when _ she 
listens to retail sales talk, reads 
advertising and sees certain kinds 
of displays is something else again. 

“Our inability of the past to add 
the impact of sales promotion to 
what we find to be basic attitudes 
is a challenge to the whole re- 
search profession. The manufac- 
turer has a right to ask what good 
research is if it does only a part of 
the job of testing ultimate public 
action. In this poll I think we have, 
found out a great deal about tools | 


which can be used in the measure- 
ment of the impact of sales pro- 
motion. For our own part, we de- 
veloped a series of fairly sensitive 
indicators of a weather vane na- 
ture which told us the changing 
degree of interest in a candidate. 
Whether, if we had carried them 
through the final weeks, they 
would have foretold the result 
with accuracy we have no means 
of knowing. It is nevertheless im- 
portant that they pointed the di- 
rection of interest and also estab- 
lished a speed of rise under certain 
conditions. . . 

“The success of an operation 
when a patient dies will always 
seem incredible. Yet from a strictly 
technical standpoint I feel that 
our poll achieved success in point- 
ing the way toward solution of 
some of the fundamental problems 
of marketing research.” 


Tucker Wayne Agency Moves 

Tucker Wayne & Co., Atlanta 
agency, has moved its offices from 
98 .Mitchell St., S. W., to 1175 
Peachtree St., N. E. 


‘Apparel Arts’ Issues 
Brand Names Directory 


Advertising Age, November 8, 19-8 


| Wet Campaigns 


Apparel Arts’ second annual | H elp Win K ansas 


brand names directory, to be pub- 
lished in the January, 1949, issue, 
shows a 16.6% increase in the 
number of men’s apparel brand 
lines over last year. The 1949 edi- 
tion will list 3,948 U. S. brands 
and 274 British brands. 

The first annual brand names 
directory, published in January, 
1948, listed 3,384 American brands. 
Apparel Arts considers any name 
which is advertised in national 
consumer and national business 
papers a brand name. No local 
or private brands are listed. 


Mergenthaler Shifts Three 


John L. Davis, manager of the 
southern agency of Merganthaler 
Linotype Co. in New Orleans, has 
been named assistant director of 
sales, with headquarters in Brook- 
lyn. Joe F. Schuman, manager of 
the Los Angeles office, has been 
appointed to succeed Mr. Davis as 
manager of the southern agency, 
and J. C. Huie, in the Brooklyn 
executive sales department, re- 
places Mr. Schuman in the Los 
Angeles office. 


Wagner, Paderewski, Rachmaninoff. They had, 
in common, music. And one thing more: 
each chose for his very own playing 
the magnificent Steinway piano. 


Today, Horowitz, Artur Rubinstein— 
and virtually every other great artist 
—uses it, because today’s Steinway 
bears the name as proudly as ever. 


Ample the fortune of that child 
whose musical beginnings are struck 
from such a piano as this. 


Our deeply gratifying association 
with Steinway & Sons began in 1900. 


.W. ayer & SON, INC. 


Philadelpbia, New York, Chicago, Detroit 
San Francisco, Hollywood, Boston, Honolulu 
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and California 


New Yorxk—An intensive new - 
paper campaign sponsored by tle 
Kansas Legal Control Counc |, 
Wichita, helped to swing thit 
state from dry to wet after (8 
years. 

The campaign, urging Kansars 
to “crack the $30,000,000-a-yeur 
bootleg racket” there, emphasized 
problems and providing of add.- 
tional tax revenue. The advertisc- 
ments bore the names of thousancs 
of Kansans who pledged themselv«s 
to vote for repeal. Leo Mulloy 1s 
executive secretary of the council. 

Executives of Licensed Bever- 
age Industries here, national or- 
ganization of the wine and liquor 
industries, pointed out that the 
Kansas campaign was conducted 
entirely by local interests. 

In California, where amenc<- 
ments both for local option and 
for statewide prohibition were 
defeated, the outdoor advertising 
medium had contributed posters 
for this purpose. Some posters 
were contributed by Philip Morris 
& Co., cigaret manufacturer. 


GF Starts 4 Contests 


for Restaurateurs 

General Foods Corp. is staging 
four contests for restaurant peo- 
ple, offering all-expense trips to 
the 1949 National Restaurant Asso- 
ciation Convention in Atlantic 
City as first prizes. Any owner, 
executive or employe of a hotel, 
hotel restaurant, hospital, hospital 
restaurant, chain, independent or 
industrial restaurant or other pub- 
lic feeding place is eligible to sub- 
mit entries in one or all of the 
following: breakfast menu contest; 
lunch menu contest; dinner or sup- 
per menu contest and other mer- 
chandising ideas contest. 

Each of the first four prizes is 
an all-expense trip for two to the 
convention and $200 spending 
money or 100,000 premium points. 
Second-prize winners have a 
choice of an Admiral television 
set, General Electric radio-phono- 
graph combination or 50,000 prem- 
ium points. 


Maclean Transfers Saunders 

Sidney A. Saunders, who has 
been in the London, England, of- 
fice of Maclean-Hunter as British 
representative for Chatelaine, has 
returned to Chatelaine’s head of- 
fice in Toronto to take over the 
Toronto territory. Before going to 
England, Mr. Saunders represented 
Maclean’s Magazine and Chate- 
laine in New York. 


Seagram Sets Holiday Drive 

Seagram-Distillers Corp., New 
York, will launch a Christmas pro- 
motion for Seagram 7 Crown 
whisky in December in 224 news- 
papers and Collier’s, Esquire, Life, 
Look and Time. Warwick & Legler, 
New York, is the agency. 


3 Newspapers Raise Price 

The San Francisco Call-Bull:- 
tin and the San Francisco Chro- 
icle have increased the price of 
copies from 5¢ to 7¢ effective Nov. 
8. The Boston Post, effective Nov. 
1, raised its price from 3¢ to 5¢. 


Kabo Corset Names R&R 

Kabo Corset Co., Chicago ard 
New York, has named Ruthrau f 
& Ryan, Chicago, as its agenc’. 
— and newspapers will | e 
used. 
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Atlantic Brewing 
Opens New Drive 


or Tavern Pale 


Cuicaco—Atlantic Brewing Co. 
-as opened a new local campaign 

yw its Tavern Pale beer, using 
vewspapers, outdoor, radio and 
television. 

Pegged on the slogan “Now It’s 
Milderized,” the campaign broke 
with teasers in newspapers and on 
the posters, the latter carrying the 
slogan in four and one-half foot 
heavy type. 

The new promotion is a depar- 
ture for the company, which pre- 
viously used pretty faces and 
figures in the art work. Typical 
of the present effort are six- 
column ads written in news style 
and using headline type in the 
daily papers. Copy emphasizes that 
Tavern Pale is unchanged in for- 
mula but “milderized” to remove 
all bitterness. 

Radio spots, with a new jingle, 
wire recorded interviews with 


“The FREE PRESS 
Is a Good 
Family Paper,” 


says Mrs. Edna Niemeyer, 
prescriptionist proprietor. 
“I read the Free Press 
Editorials and find them 
very stimulating. It has 
always been welcome in 
our home. I enjoy Mr. |) 
Bingay’s column, the | 
Fashions and the Wom- | 
en’s pages. Generally, it’s 
a good newspaper and I 
have read it ever since 
I can remember.” 


The Free Press has been a 
tradition in thousands of 
homes for many years. Always 4 
welcome because of its inspir- | 
ing editorials and news treat- 1 
ment, Its circulation has 
grown steadily to over 400,000 
daily. Reach this vast audi- 
ence every day with your copy 
Mies 


tavern owners handling Tavern 
Pale, and new video commercials 
to be used with wrestling matches 
all are being used. 

W. B. Doner & Co. is the agency. 


Westinghouse Ups Prices 

The home radio division of Wes- 
tinghouse Electric Corp., Sunbury, 
Pa., has increased the price on one 
table model radio, two radio pho- 
nograph combination consoles and 
one television set from $1 to $10, 
as a result of increased operational 
costs. 


LaFaso to Jersey Central 


Sam A. LaFaso, formerly assist- 
ant advertising manager of the 
New York State Electric & Gas 
Corp., Binghamton, has been ap- 
pointed manager of public rela- 
tions of the Jersey Central Power 
& Light Co., Asbury Park, N. J. 


Hillman Appoints Two 

Leona D’Ambry has rejoined 
David S. Hillman, Inc., Los An- 
geles, as radio time buyer. William 
Martin has been named one of the 
agency’s art directors. 


To Jasper, Lynch & Fishel 


Le Roi Hosiery Co., New York, 
maker of Babe Le Roi infants’ hose 
and Hug-Top children’s hose, has 
appointed Jasper, Lynch & Fishel, 
New York, to handle its advertis- 
ing. 


Gets Chinchilla Account 


R. H. Hancock & Associates, 
Portland, Ore., has been named to 
direct an advertising campaign for 
the Northwest Chinchilla, Inc. 
Newspapers, radio and trade pub- 
lications will be used. 


Street & Finney Moves 

Street & Finney, after 18 years 
in the McGraw-Hill building, has 
moved to the Port Authority build- 
ing, New York. 


Food Sellers Digest 
the West's unique restaurant monthly, is 
young and slim and shapely. Its readership 
s thus unexcelled. House ads prove that 
your sales m will also be unusually 
effective. Write for sample copy and rate 
card TODAY to 


Food Sellers Digest 


2385 Edgewater Ter., Los Angeles 26 


Automotive Sales 
Continue Strong 
All Winter Long 


. — an eo” 


in the Sunny South 


tA 


12.9% 


| SOUTH & 
__ SOUTHWEST 


a 


and Southwest's 


gained 7.2%; rest of nation 2.9%. 


South and Southwest lead in 
Motor Vehicle Registration Gains 


Fastest Growing Automotive Market in America 


TOTAL VEHICLES INCREASE . 
1947 OVER 1941 


6.9% | 


REST OF 
COUNTRY 


During this same period (1941-1947) the South’s 


Passenger Car registrations 
Southern 


gains in Commercial Cars also led with a 39.4% 
¥ increase against 31.1% for rest of the country. 
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That total swelled with 
tremendous winter 
oe tourist traffic! 


traffic to keep winter trade hustling 


Parts and equipment 
sales keep increasing 
\ Get your share! : 


Climate teams up with big tourist 


in SAJ’s great 19-state market 


Right now, when automotive activity is 
slacking off in most parts of the country, is 
the time to accelerate your drive for extra 
business in the South and Southwest. 


Pour on the power with SOUTHERN AU- 
TOMOTIVE JOURNAL. Parts, accessories, 
shop equipment—anything automotive—here’s 
where you can make sales the year ‘round! 


In this big 12-months active market, SAJ 
blankets the trade with 25,535 net paid 
monthly .. . enables you to reach practically 
every jobber, distributor, the leading dealers, 
garages and large service stations throughout 


the South and Southwest. 


To complete your national coverage, ade- 


quate space in SAJ is essential. 
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Handles the WINX Sale 
Smith-Davis Corp., New York, 
is handling the sale of WINX, 
Washington, for the Washington 
Post. The newspaper will take 
over WTOP from Columbia as 
soon as the sale is completed. 


JWT Advances Page 

James H. Page, in the radio re- 
search department of J. Walter 
Thompson Co., has been appointed 
head of the agency’s international 
media department in New York. 


Cutter to Wank & Wank 

Wank & Wank, San Francisco, 
has been named to handle the ad- 
vertising of Cutter Laboratories, 
Berkeley, Cal., effective Jan. 1. 


Radio Ads May Come 
to Britain if Video 
| Experiment Succeeds 


Lonpon—Despite the official 
attitude of the British govern- 
ment, which does not permit com- 
mercial programming by the 
British Broadcasting Corporation, 
there are indications that tele- 
vision may provide the wedge 
for the introduction of advertis- 
ing over British airwaves. 

World’s Press News quotes Fran- 
cis S. Gentle, chairman of the 
Greyhound Racing Association 
| Trust, as saying: “Talks between 


OUR BUSINESS IS THE HANDLING | Si 
PREMIUM and CONTEST Responses 
FREE 16 PAGE BOOKLET 4 
ddocialed Activities Juc 


BOX 33, MINNEAPOLIS and HOLLYWOOD | 


representatives of the renters, ex- 
hibitors and producers’ committee 
of the film industry and the BBC 
... have laid the foundations of 
an arrangement whereby commer- 
cial films may be made available 
to the corporation for televising. 

“The BBC,” he continued, “will 
reciprocate by granting licenses to 
cinemas to ‘re-diffuse’ these televi- 
sion programs.” Mr. Gentle also 
declared that the film industry 
mé@y be allotted a wavelength to 
houses from a central point. 


sw Of interest to Mr. Gentle and 
other sports promoters is the pos- 
sibility that telecasts of movies 
to theaters may solve the current 
deadlock between BBC and sports 
promoters. 

BBC wants to televise sporting 
events, but the promoters want 
more money for the video rights 
than BBC will pay. As a result, a 
number of the promoters have 
formed an association to secure a 
copyright on sport “spectacles,” if 
‘they can wangle it, so as to have 


some voice in limiting the dif- 
fusion of events telecast by BBC 
to theaters. 

Key to the possibility of getting 
advertising on the airwaves is 
the surprising amount of film ad- 
vertising and the quality of much 
of the product promotion. If BBC 
telecasts entire film programs to 
theaters, film advertising will 
probably also be sent. Should the 
experiments succeed, pressure for 
use of commercials on broadcast 
time may crack BBC’s resistance, 
more optimistic observers here 
believe. 


Servel Promotes Carnes 

Martha Carnes, assistant home 
economics director of Servel, Inc., 
Evansville, Ind., has been ad- 
vanced to director of home eco- 
nomics for Servel’s Homemaker’s 


Institute. 


Duro-Card Moves to L.A. 

Duro-Card Products Co., Inc., 
has moved from San Diego to Los 
Angeles. The new address is 3678 
S. Main St. 
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Experienced space buyers always work with sales 
managers and distributors in setting up schedules that 
insure routing advertising with salesmen. For they 
know it means increased volume—increased billing— 
and increased earnings, too. But it’s so hard to do in 
some markets—and so doggone expensive in others. 

Yet it’s so easy and economical in Pittsburgh—with 
Pittsburgh's Post-Gazette! The Post-Gazette double- 
teams with your salesmen perfectly in selling the mil- 
lion central city people . . . then travels along singing 
the same selling song to the two million more who 
live in and around the neighboring 144 cities and 
towns of 1,000 to 75,000 population. 
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MARATHON te 
icine — 


SALES ASSIST—Convinced of the impor- 
tance of helping to sell its customers’ prod- 
ucts, Marathon Corp., Menasha, Wis., has 
scheduled a series of promotions, with 
copy similar to the above, for dairy prod- 
ucts, frozen foods, meats and processed 
foods, through LeVally, Inc., Chicago. 


Schenley Subsidiary 
Opens Promotion on 
Straight Whiskies 


New York—Straight Whisky 
Distilling Co. of America, formed 
several weeks ago by Schenley 
Distillers Corp. (AA, Oct. 4) to 
promote and sell 17 straight bour- 
bon, rye, corn and bonded whis- 
kies, has opened promotion on 
several brands with ads_ in 
Collier’s, Cosmopolitan, Life, 
Newsweek and Time. 

The company is divided into 
three divisions, Gold Medal, (I. W. 
Harper, Ancient Age, Old Stagg 
Kentucky and Belmont); First 
Brands (James E. Pepper, Old 
Charter, Old Quaker, Old 95) and 
Quality Group (Old Ripy, Pebble- 
ford, Cascade, Mayflower, Blue 
Ribbon, Cotton Picker, High Bred 
and Sam Thompson). 

Full-color pages in the maga- 
zines boosting First Brands labels 
will be supported by a 12-week 
newspaper drive ending in the 
Christmas season and a 10-week 
newspaper promotion in the spring. 

In the Gold Medal division, four- 
color pages are being used for Har- 
per, Ancient Age and Belmont, 
while Old Stagg is getting a news- 
paper and outdoor poster play. 

Magazines, newspapers and post- 
ers in key markets will be used to 
promote the brands in the Quality 
Group division. 


Publishes Directory 


The Oklahoma Planning & Re- 
sources Board, Oklahoma City, has 
published “Oklahoma Manufac- 
turers’ Directory,” a classified list 
of the state’s manufacturers. The 
book sells for $2.50 a copy. 


Cleveland Joins WCCC 

Harry T. Cleveland has joined 
the sales department of Station 
WCCC, Hartford, Conn. 


EVERYBODY GETS THIRSTY! 


me a _ 


this billio: 
dollar industry flourishing in goo: 


That’s what keeps 


times or bad! To sell the soft 
drink bottlers of America, us° 
National Bottlers’ Gazette. It’s 
been the industry’s number one 
salesman since 1882 .. . first ia 
A.B.C. paid circulation, first i: 
advertising volume, first in edi- 
torial coverage. Keller Publishin : 
Company, 80 Broad Street, Ne 
York 4, N. Y. Detroit: Penobsco 
Building. Pacific Coast: 714 Wes 
Olmpic Blvd., Los Angeles. 
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Cory Corp. Opens 
Holiday Promotion 
on Appliance Line 


Cuicaco—Full-page ads with a 

ift theme in The Saturday Eve- 

ing Post and in rotogravure sec- 
ions of newspapers in key metro- 
olitan markets will mark Cory 
Corp.’s fall and holiday promotion 
of its glass coffee brewers and 
electric home appliances. 

Copy headed “Cory for better 
living ... for better giving” and 
“Only an angel would think of all 
this,” will promote the entire Cory 
line, with the coffee brewer in the 
featured spot. 

The company’s electric knife 
sharpener is set to get a special 
play with separate ads in the holi- 
day issues of Esquire and The New 
Yorker. Copy and art both stress 
the gift angle. 

Spreads in trade publications and 
direct mail pieces will merchan- 
dise the promotion to the trade. 
They emphasize use of the two 
package displays available to re- 
tailers for pushing the coffee 
brewer and knife sharpener. 


a At the same time, Cory’s 
Fresh’nd-Aire Co. division will 
add The Saturday Evening Post 
and House & Garden to its pre- 
vious schedule, which includes 
Better Homes & Gardens, Parents’ 
Magazine and Time. 

The Fresh’nd-Aire room condi- 
tioner will be boosted as a health 
appliance, with additional plugs 
for fuel economies, and ads also 
will carry a coupon offer of a 
booklet on humidity. 

A trade publication campaign 
also uses coupons as an aid to 
building jobber and dealer dis- 
tribution for the Fresh’nd-Aire 
room conditioner and humidifier. 
It too will be backed by a direct 
mail promotion. 


McKean Joins Kay, Inc. 


Norman F. McKean, formerly 
executive secretary of the Point 
of Purchase Advertising Institute, 
has joined the planning board of 
Kay, Inc., New York, creator and 
producer of point-of-sale material. 


Breakstone Names Lane 


Dr. C. B. Lane, formerly direc- 
tor of research of the Shefford di- 
vision of Standard Brands, has 
been named director of research 
and development of Breakstone 
Bros., Inc., with headquarters in 
Walton, N. Y. 


FIRST AGAIN WITH 258 
WESTINGHOUSE YEAR ’ROUND 


AIR-CONDITIONED 
SLEEPING ROOMS 
500 ROOMS WITH BATH 


hotel SEELBACH 


Kentucky's Re-NEW-est hotel 


Reinhold Names Huettner 


D. W. Huettner, formerly in the 
maintenance products department 
of S. C. Johnson & Son, Racine, 
Wis., has been appointed dis‘rict 
manager of Materials & Methods 
in the Cleveland office of Reinhold 
Publishing Corp. 


WCCO Appoints Mickelson 


Sig Mickelson has been ap- 
pointed director of public affairs 
and production manager of Sta- 
tion WCCO, Minneapolis-St. Paul. 


Davidson Names MacGinnis 

R. J. MacGinnis, formerly divi- 
sional sales manager in New Eng- 
‘and for Lambert Pharmacal Co., 
has joined the sales staff of the 


Advertisers Swing 
to Visual Aids, - 
Seton Hall Reports 


NEwARK—More than two-thirds 
of a sample of 1,000 national ad- 
vertisers intend to use visual aids 
in public relations or advertising 
activity, Seton Hall Advertising 
Foundation reported last week. 

The foundation said that the 
break-down on visual films showed 
these uses: Sales promotion, 37%; 
training, 29%; public relations, 
27%; and one-minute spots, 4%. 
Most of the advertisers plan to use 
films for television programming. 


Exact tabulations can be secured | 


Davidson Rubber Co., Boston, as| from the foundation, whose ad- 


New England representative. 


| dress is 21 Central Ave., Newark. 


“i 
i 


11 


It is a non-profit foundation or- |cently made assistant sales man- 
ganized to give students experi- | ager. 


ence in advertising and research. | 
Lee Muiron Rousseau, instructor 
in advertising at Seton Hall Col- 
lege, is the foundation’s director. 


Brewery Appoints Martin 

John J. Martin has been ap- | 
pointed sales manager of Old Com- 
rades Brewery Ltd., Tecumseh, 
Ont. Harry A. Drouillard was re- | 


LY 


SIGHS OF LONG LIFE" 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Artkraft® — Corporation 
900 Kibby St. Lima, Ohie, U.8.A. 


“Tredemerts 


US Po OF 


Reproduction in Quantity _| 


GENUINE 


061c in 100 to 900 QUANTITIES 
° 2 (1000 and over .06c) 


hibited PHOTO-MATIC CO. 


Phone WHitehall 4-2930 
53-59%. Illinois $t., Chicago 1}, 


26% 


Above Average 


Alert Advertisers 
26% Above Average 
SALES RETURNS 


* Sales Management's 


Survey of Buying Power 


For every dollar's worth of 


goods you sell nationally, people 


in Syracuse can buy $1.26. When 


next you plan a sales campaign, 


count on the Syracuse market for 


a sales potential 26% above the 


national average! 


) SYRACUSE 


“All Business 


is Local” 


AT ONE LOW COST 
SYRACUSE HERALD-JOURNAL (DAILY) 


cet Complete MARKET COVERAGE 


97.3% Coverage of the ABC City Zone Families. 84.0% 
of the City & Retail Trading Zone Families. 


SYRACUSE HERALD-JOURNAL (DAILY) 
SYRACUSE HERALD-AMERICAN (SUNDAY) 


EES NRO RP, National Representatives: Moloney, Regan & Schmitt, Inc. 
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SRUNS, vice-presidents. 
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Canada and Pan 


The Dilemma of Broadcasting 


Because no major advertising 
medium: has ever suffered from 
obsolescence since advertising de- 
veloped as a major force, it is a 
bit difficult to realize that obso- 
lescence is indeed the major prob- 
lem of the radio broadcasting in- 
dustry today. 

Twenty years ago, radio began 
to change the face and the habits 
of the advertising world. It posed 
enormous problems for news- 
papers, magazines and other major 
advertising media, but it did not 
replace them, as has now become 
apparent to all. But despite the 
earnest protestations of radio peo- 
ple that television will not re- 
place sound broadcasting, it seems 
clear that TV will gradually be- 
come the major broadcast medium. 

The fact seems to be that the ad- 
dition of sight to sound, as marked 
by television, places the radio in- 
dustry in the same position which 
the addition of sound to sight 
posed for the movie industry 20 
years ago. Sight and sound to- 
gether are so obviously superior to 
either sight or sound alone that 
the combination is sure to over- 
whelm either the one or the other. 

The strange dilemma of the 
radio industry, which is laboring 
ever more diligently to put itself 
out of business, was no more read- 
\ly apparent than at the tele- 


vision session sponsored by the As- 
sociation of National Advertisers 
in New York. Although a note of 
caution was struck occasionally, 
particularly by Frank Stanton, 
CBS president; and Niles Tram- 
mell, NBC president, it was diffi- 
cult for the ordinary attendant at 
the session to avoid feeling that he 
was attending a festivity whose 
somewhat melancholy theme might 
best be expressed by: “The king is 
dead. Long live the king.” 

All the figures quoted at the 
meeting, on number of TV sets, 
comparative listener appeal of TV 
and radio, development of net- 
works, etc., added up to a glorious 
career in the making for television, 
but one which quite clearly will be 
built upon the framework of, and 
largely at the expense of, AM. 

In a nutshell, that is radio’s 
major problem now. It is giving 
birth to a new child of enormous 
potentialities, but the birth pains 
are not pleasant. 

Fortunately, even the most op- 
timistic television enthusiasts can- 
not visualize TV as a truly mass 
medium for four or five or more 
years, and in the meantime, sound 
radio is definitely alive and vital. 
At present, AM remains a major, 
potent advertising medium, not 
by any means to be sold short— 


whatever the future may bring. 


Expediency Can Be Important 


Speaking to the press in Chicago 
a week or so ago, Sen. Homer 
Capehart of Indiana outlined one 
of the basic economic dilemmas 
when, in talking about the recent 
basing point decisions and his com- 
mittee’s plans to clear up the legal- 
ity of delivered prices, he said: 

“Cross hauling may be a waste, 
but it would mean less traffic for 
the railroads and possibly higher 
transportation charges. 

“Unknown billions of dollars are 
invested in railroads, factories and 
other facilities which will have 
their usefulness and value seri- 
ously impaired under an economy 
which requires f.o.b. mill pricing.” 

We are not here concerned with 
the f.o.b. pricing controversy. We 
are interested in Sen. Capehart’s 
comments because they point up 
the great problem which arises in 
making any change—the problem 
of how seriously a change will 
affect the “unknown billions of 
dollars” and the uncounted thou- 
sands or millions of jobs which are 


involved in the existing method of 
operation. 

In a relatively poor economy, 
such considerations are of minor 
importance, since changes have 
relatively minor effects on re- 
latively small numbers of people. 
But in a highly déyeloped and 
highly integrated economy, the 
problem .is infinitely more com- 
plex, and hence it becomes neces- 
sary, as well as expedient, to con- 
sider not only whether a change is 
“basically sound,” but also whether 
it is basically disruptive. 

Where change is clearly benefi- 
cial to the ‘whole people, or a 
major segment of the economy, it 
should certainly be’ instituted. 
Otherwise stagnation results. But 
the very size and complexity of 
the American economy mean that 
changes which might be fairly 
easily assimilated elsewhere may 
be extremely disruptive here. 
Whether we like it or not, ex- 
pediency must be considered along 


with “right.” 


“A willingness to serve the consumer is paramount . . 
WRONG FILM AGAIN!” 


- TREVOR, YOU HAVE THE 


Look Hard 

The Ad-libber can shamelessly 
confess to being an ardent Lord & 
Taylor fan. The 5th Ave. store just 
naturally turns out some mighty 
clever copy. A good example of its 
sprightly approach is this ad for 
hairnets, which we hope you can 
see: 


(These ore our 


invisible hairnets 


How else can we show these hoirnets 
that completely disappear when worn? 
They ore Lord & Taylor's own fback 
again after yeors), of the finest human 
hair, in oll hair shades, all styles, 

single or double mesh—1.65 0 dozen for 
colors, 2.25 for grey and white. 

lord & Taylor, on the Street Floor 

Also ot Manhasset ond Westchester 


Like The New Yorker, Lord & 
Taylor has evolved a style all its 
own. It has none of Gimbel’s pains- 
takingly homespun touch. L&T’s 
advertising comes out brisk and 
chatty and—uh—sprightly, as we 
Said before. 


Working at It 

From time to time this august 
journal tells the advertising busi- 
ness something more about Milton 
Gair. Gair is the kind of a guy, 
we suspect, that Eric Johnston 
used to have in mind when he 
talked about a new generation of 
business men. Gair is a retailer, 
headquartering in Redlands, Cal. 

Gair is widely known for his ef- 
forts on behalf of branded mer- 
chandise, which he calls “maker’s 


brands,” and of which he is a 


~ 


mighty exponent. He writes his 
own ads, we’ve been told, and 
they have a kind of integrity 
which is sometimes lost in more 
professional work—like furniture 
in which the gloss hides the grain. 

Besides this sort of thing—and 
Gair is well enough known now 
so that he is a sort of roving agent, 
informally, for the Brand Names 
Foundation— he’s also hip-deep in 
inter-faith and inter-racial good 
will work. 

Recently, when the University 
of Hawaii’s football team rolled 
into Redlands on a return date 
(Redlands played in the Pineapple 
Bowl last January), Gair saw 
something significant in the heter- 
ogenous racial background of the 
Hawaiian team. He recalled in an 
ad the awards won by the 442nd 
Combat Team, and added: “The 
great lesson of football is that 
each player blocks and tackles for 
and with each other...No foot- 
ball team could be a winner if the 
end refused to block for his half- 
back because of the halfback’s 
race, color or creed! And no society 
can endure and remain worth 
while fighting for if it permits or 
condones discrimination .. .” 


Theft Invited 


One of the better promotion 
devices we’ve seen is a table tent 
used by Chicopee Mills, which 
said, “Please steal your napkin, 
the Waldorf won’t mind.” 

“And your wife will welcome 
the chance to try the new real 
fabric Masslinn napkin she’s been 
hearing so much about.” 

Chicopee used it for a lunch at 
the ANA meeting, presumably 
does it for other conventions. 


Jottings 

Al Couchman, the Dallas agency- 
man whose ad for a copywriter we 
recently reproduced, apparently 
knows another Hemingway. 
“Shakespeare, Keats or Bill Hem- 
ingway,” says Couchman, revealing 
the importance of being ernest... 

From Seattle, a scout reports 
that a car card there for the Hat 
Foundation originally read: “85% 
of American women prefer men 
who wear hats.” A grammarian 
had neatly crossed out “who” and 
inserted “to,” making the sentence 
read: “Women prefer men to wear 
hats”... 

Or as R. F. Baity, general man- 
ager of sales, Standard Oil Co. 
(Indiana), noted in aé_é recent 
speech, “Make no mistake about it: 
winds of change are blowing 
about the world”... 


; 


The following documents ma 
be secured without charge fron, 
companies sponsoring them o0- 
through ADVERTISING AGE, by an. 
national advertiser or advertisin : 
agency executive writing on his; 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St, 
Chicago 11. 


No. 3174. 1948 Circulation Anai- 
ysis. 

Circulation coverage of the 103- 
county market in Nebraska and 
Iowa is given in this detailed 
analysis, published by the Omaha 
World-Herald. The booklet is il- 
lustrated with photographs and 
county maps. 


No. 3178. A Special Name Match- 
ing Project. 

Better Homes & Gardens has is- 
sued this study showing compari- 
sons between a magazine’s sub- 
scribers and their non-subscrib- 
ing neighbors based on the April, 
1947, survey of population, labor 
force and housing, conducted by 
the Bureau of Census. Information 
for the Census study was obtained 
through an area sampling project 
involving calls on some 30,000 
families in 44 states and 148 areas; 
the bureau matched names of Bet- 
ter Homes & Gardens subscribers 
and their non-subscribing neigh- 
bors, and the report was prepared 
by the bureau at the expense and 
request of BH&G. 


No. 3179. Supplement to Report 
No. 9, Continuing Study of Maga- 
zine Audiences. 

Life’s ninth report in the Con- 
tinuing Study of Magazine Audi- 
ences, issued last February, re- 
ported on the number of indivi- 
duals who read the weekly maga- 
zines. This supplement describes 
in detail the research techniques 
used and data on family reading 
of the weekly magazines. 


No. 3180. Directory of Ohio Weekly 
Newspapers. 

Ohio Weeklies, Inc., has pub- 
lished this directory of Ohio’s non- 
daily newspapers, listing city, 
county and population, name of 
publisher, rates and mechanical re- 
quirements. Ohio Weeklies, Inc., 
members and other cooperating 
papers offer “one order, one bill, 
one check” service. 


No. 3181. Plant Engineering Data 
File. 

Technical Publishing Co., pub 
lisher of Plant Engineering, has is 
sued this file folder, which con- 
tains market information, circula- 
tion and readership reports, editor- 
ial data, advertising and mechani- 
cal information, special product 
and market studies, and a survey 
summary on reader buying influ- 
ence. 


No. 3182. Quiet Please. 


In this folder, Parents’ Institute, 
publisher of Baby Care Manual, 
defines the position of the maga- 
zine in the field of hospital-distri- 
buted baby magazines. The 1,000, - 
000 new mothers who receive Bab 
Care Manual spend more than ; 
billion dollars annually for bab 
products and services, the folde’ 
says. 


No. 3173. 1948 Survey of th’ 
Hygeia Reader Audience. 


Hygeia has published its secon: 
annual report on the compositio: 
and characteristics of its reade™ 
families. Figures show the pe 
cent who are married and hav: 
children; age distribution; hom: 
ownership; occupational distribu- 


tion; income, etc, 


tal 
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37% of all 


VACUUM CLEANERS 


bought in the 
U.S. in six months 
were bought by 


LIFE-Reading Families 


32% of all 
PACKAGED SOAPS 


unwrapped in the 
U.S. in a single day 


were opened by 


LIFE-Reading Families 


| U.S. in a single day 


35% of all 


| TOOTH PASTE | ipo 


_ opened in the 


was opened by 


LIFE-Reading Families 


Some facts about this research. In recognition 
of the value of this type of research to U.S. market- 
ing, the American Marketing Association in its 
1947 awards conferred upon its developer a Meri- 
torious Service Citation. 

In this citation it was characterized as an “‘out- 
standing accomplishment in improving the techni- 
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32% of all the 


MEN’S SHOES 


bought in the 
U.S. in one week 
were bought by 


LIFE-Reading Families 


35% of all 


AUTOMOBILE TIRES 
bought in the 

U.S. in six months 
were bought by 


LIFE-Reading Families 


46%, of all 
PHONOGRAPH RECORDS 


bought in the 
U.S. in one month 
were bought by 


LIFE-Reading Families 


que used in continuing consumer surveys.” 

In this study thousands of families, representiig 
a true cross section of total U.S. families, kept a 
diary called a ““Chronolog.” 

In the Chronolog these families recorded their 
magazine reading habits and the amounts th<y 
purchased of many basic products. These recor: § 
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U.S. advertisers invest so 


much more money in LIFE 


;¥ 


44%, of all 
NAIL POLISH 


opened in the 

U.S. in a single day 
was opened by 
LIFE-Reading Families 


35 of all 


canned SOUP 


opened in the 
U.S. in a single day 


was opened by 


LIFE-Reading Families 


36% of all the 


WOMEN’S STOCKINGS 
bought in the | 
U.S. in one week 


were bought by 
LIFE-Reading Families 


were kept daily for the complete story of their 
ouying and reading habits. 

If you would like a full report of the Chronolog 
results—covering 21 of the products studied—and 
of the interesting statistical and research methods 
used in this new kind of survey, write LIFE Market 
Research, 9 Rockefeller Plaza, New York 20, N.Y. 


hese facts about the buying power of LIFE’s vast audience are 
from a study made by the Market Research Company of 
America. ; 


They show how big a segment of the U.S. market for consumer 
goods LIFE-reading families represent. 


They show that LIFE is America’s most powerful selling force 
—explain eloquently these advertising revenue figures. 


ADVERTISING REVENUES (first 9 mos. 1948) 
(Source: Publishers’ Information Bureau.) 
LIP 2. we ec 0 0 co ow G8 461 457 
NBC (National Chain Sales) $51,399,452 
CBS (National Chain Sales) $45,260,410 
Saturday Evening Post $44,347,015 


Frequency discounts deducted from LIFE figure, not from NBC 
and CBS figures. The Saturday Evening Post has no frequency 


discounts. 
e a = 


LIFE offers to advertisers the most economical way to reach a 
large and rich market—the most efficient medium there is for 
distributing America’s huge production profitably. 


LIFE is America’s Magazine 
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‘Norte’ Reduces 
Rates; Adopts 
Net Paid Basis 


New Yorx—Norte-Revista Con- 
tinental last week cut advertising 
rates 40%, agreed to base its rates 
on average net paid circulation 
guarantee, and will henceforth ac- 
cept Latin American currencies | 
for Norte advertising. All changes | 
are effective with the January 
issue. 

Norte will become a “class mag- 
azine,” an announcement said, 
noting that “the officers of Norte 
now feel that the ‘mass market’ 
which existed in Latin America 
during the latter war years and the 
few years thereafter no longer ex- 
ists.” 

Of its decision to slash adver- 
tising rates, Norte said (1) the 
shortage of dollars has forced 
many exporters to shave advertis- 
ing appropriations; (2) advertisers 
had said that Norte’s old rates are 
being put out of reach by changed 
conditions in Latin America; (3) it 
is believed that increased volume 
will make up the slash in rates. 
“Many publishers will be watch- 
ing this theory being tested in 
practice,” Norte says. 


s During its eight-year history, 
Norte has based advertising rates 
on gross distribution rather than 
net sales, “a common practice in 
Latin American publishing.” Norte 
decided to follow the practice U. S. 
agencies and advertisers prefer— 
“iLe., net circulation—although “any 
guarantee, in view of exchange 
restrictions, revolutions, ‘Acts of 
God,’ and other circulation hazards 
in Latin America is ideally cal- 
culated to give the circulation 
manager nightmares.” Norte “con- 
fidently expects” to maintain a net 
paid circulation of 100,000, and is 
guaranteeing it. 

C. V. Starr, who now owns Norte 
outright after buying the interest 
formerly held by Myron Zobel, 
who resigned as publisher Sept. 15, 
has a number of Latin American 
enterprises. This will enable him, 
Norte reported, to use Latin Amer- 
ican currencies. Since many adver- 
tisers are “unwilling to pay hard- 
earned American dollars for Latin 
American advertising, particularly 
when they have large holdings of 
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ee 
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inconvertible Latin American cur- 
rencies on hand—it was up to 
Norte to open the way for accep- 
tance of Latin American currencies 
in payment for advertising.” 


Regent Equipment and Abel 
to Rutland, Gilchrist 

Rutland, Gilchrist & Clem, Tor- 
onto, has been named to direct 
the foreign and domestic advertis- 
ing of the Regent Equipment Mfg. 
Co., Toronto, manufacturer of AC 
arc welders, welding equipment 
and motor tune-up test equipment 
for the garage trade. The agency 
also has been appointed to handle 
the advertising of Charles Abel, 
Toronto, who has exclusive Can- 
adian rights for the Fotopack sys- 
tem of photo-finishing. 

The Canadian Daily Newspapers 
Association has granted recogni- 
tion to Rutland, Gilchrist & Clem. 


Lunke Gets Video Account 
James R. Lunke & Associates, 
Seattle, has been appointed to 
handle the promotion in metropoli- 
tan Seattle for 19 television set 


Advertising Age, November 8, 19<8 
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THOSE ARE DEALERS—The bottom half of the S. Buchsbaum & Co. left-hand page in 

The Saturday Evening Post actually is 81 lines of 5-point type listing some retailers 

handling Elasti-Glass rainwear made of Vinylite. The facing color page was Bakelite 
Corp.’s on Vinylite. 


uled to inaugurate the first televi- 
sion broadcasting on the Pacific 
Coast north of San Francisco. 


distributors in connection with the 
introduction of television Nov. 25. 
At that time, KTSC-TV is sched- 


‘Telegram’ Up for Sale; 
Employes Hope to Buy 


The Toronto Evening Telegran.. 
one of three daily newspapers ip 
Toronto, has been offered for sae 
by tender on the open market. 
Tenders close at noon Nov. 25. The 
offer to sell the paper follows a 
supreme court judgment in Augu:t 
by Justice R. A. Gale, who directed 
that residue of the estate and pr: - 
ceeds of sale of the paper be turned 
over to the Toronto Hospital for 
Sick Children under the terms of 
the will of the paper’s founder. 
$7 Ross Robertson, who died in 

Employes of the Evening Telc- 
gram are preparing to make a bid 
They hope to raise $500,000, which 
will be offered as a down payment. 


Acquires ‘Musical Digest’ 

Alfred Human, editor of Musi- 
cal Digest, New York, for the past 
three years, is reported to be ac- 
quiring the magazine, with the 
February issue, from Henry H. 
Reichhold, chairman of the board 
of Reichhold Chemicals, Inc. 


* 


AC 1058 10-26-48 


“Out of their soil... 
a better living!” 


.-+ Lyle Baerwald inherited a Wisconsin 
farm that was largely worn out... With seven 
years of soil control, fertilizing and crop 
rotation he has doubled his corn, trebled 
hay production. From increased earnings, 
the family’s home has been remodelled, 
kitchen modernized, motion picture and 
grand piano added for entertainment. . . 
Case history of successful farming as 
practiced today, this article helps visualize 
the SF market more than data... Read it, 


page 82, November issue surface that won't catch nylons. 


1949 meat diet . .. will not be much more 
than 1948. High employment and spending, 
population increase, military buying and 
ERP will more than meet slightly larger 
meat output... “Farm Outlook” page 6. 


Home” page 16. 


Permanent alliance... Once isolationists, 

% of farmers favor the permanent 
military alliance of US and Western Europe 
++-"Farmer Speaks” page 8. 


—<—— 
\A 
AAA 
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Plastic clothesline ... with smooth 

.. Vat-dyed 
towels, part asbestos, polish dishes as 

they dry ... cover for broom makes it 
better wall duster...“ What's New in The 


And scores of other articles, hundreds of 
practicable and profitable ideas and 
suggestions... as well as an impressive 
assortment of advertisements from companies 
which have already discovered the superlative 
market in Successful Farming’s circulation! 


P3 
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Polite Yawns Greet 
fax Unit Hearing 
on Ad Allowances 


WASHINGTON—Two proposals 
iberalizing advertising allowances 
vhich distillers may offer retailers 
ppeared doomed last week after 
ndustry spokesmen indicated op- 
sition or indifference before a 
vearing conducted by the Trea- 
ury’s alcohol tax unit. 

Howard T. Jones, executive sec- 
retary of the Distilled Spirits 
Institute, expressed interest in a 
plan stepping up the allowance 
for signs from $10 to $50, but had 
a flat “no” for a second plan, 
authorizing a similar increase in 
the annual allowance for adver- 
tising novelties supplied by dis- 
tillers to retailers. 

Abraham Tunick, attorney for 
the Small Brewers Association and 
for half a dozen state associations 
of wine and spirits dealers, feared 


the increased advertising allow- 
ances would give large producers 
a competitive advantage. 
Pointing out that Congress au- 
thorized the tie-in limit in order 
to prevent pre-prohibition evils, 
Mr. Tunick denied that legitimate 
promotional efforts were cur- 
tailed seriously by the $10 limit. 


Pacific Citrus Products 
Names Atherton Agency 


Atherton Advertising Agency, 
Los Angeles, has been appointed 
by Pacific Citrus Products Co., 
Fullerton, Cal., to handle the na- 
tional advertising and sales promo- 
tion of Hawaiian punch. Newspa- 
pers, radio spots and sfore demon- 
strations will be used during 1949. 

The agency has opened new 
offices at 8455 Melrose Pl., Los 
Angeles. 


Eshleman Names Rollins 
Joseph R. Rollins Jr. has been 
named media director and a mem- 
ber of the plans board of Benjamin 
Eshleman Co., Philadelphia. 


Minnesota Lawyers 
Plan Ad, PR Drive 


MINNEAPOLIS—A long-range 
$50,000 public relations and ad- 
vertising program will be under- 
taken by the Minnesota Bar As- 
sociation, according to Bert Mc- 
Kasy, executive secretary. 

Currently in progress is a pre- 
liminary campaign among the 
2,400 lawyers of the state to get 
funds for the projected campaign, 
which may get under way early in 
1949. 

“In a sense,” Mr. McKasy said, 
“our judicial system and our form 
of government are on trial before 
the bar of public opinion every 
day. Lawyers, like every other 
business group in a democracy, 
need public understanding and 
good will in order to provide their 
greatest service.” 

He feels the legal profession 
needs the service of competent 
public relations men to tell their 


story to the public, as has been 
successfully done by the medical, 
dental and other professions as a 
group when individual advertising 
is prohibited by professional ethics. 
Legal services, many of which 
the public is“unfamiliar with, will 
be brought to light, such as tax 
services, mortgage, wills and ab- 
stracts. The American court sys- 
tem will be highlighted also. 
Olmsted & Foley Advertising 
Agency will handle the account. 


Names Woolf & Elofson 

Armed Forces Communications 
Association, Washington, D. C., has 
named Woolf & Elofson, Inc., as 
national advertising sales repre- 
sentative for “Signals,” the as- 
sociation’s bi-monthly magazine. 


Peterson Appoints Brown 

Roy T. Brown, formerly with the 
Capital City Printing Co.,. Des 
Moines, has been appointed pro- 
duction manager of the Peterson 
a Agency, Fort Dodge, 
a. 


ae by women. . 


agricultural revolution is under 


up living standards and farm homes . . . opening 


new and illimitable markets! 


Berrer epucatep than her mother, high school 
graduate, job-trained by 4-H, grange, club, PTA activities, 
freed from the old dawn-to-dark drudgery ...the SF 
subscriber’s wife has wider interests, higher standards. 


She no longer accepts crossroad st 
can drive a hundred miles to shop! 


on most family farms, the butter and egg receipts 


are hers... substantial secondary 


In REcoGNITION of the expanded interests and 


economic importance of the farme 


November issue, SUCCESSFUL FARMING devotes more 
of its space, staff, color and planning to the farm 


SUCCESSFUL 


.apbetter 


. the second 


way, scaling 


home and farm living—no longer segregates women’s 
interests but puts farm-living articles and advertising 
on a par with farm-business in the advance pages... 

adds heavier, whiter paper. 


Amonc 1,200,000 SF subscribers...more than 


ore or catalog stocks, 
... Moreover, 


spending power. 


a million in the Heart States have an average gross 
income close to $10,000 this year... constitute a class 
market non-existent ten years ago in the whole US 
population, let alone the circulation of one magazine! 
And this market is brushed lightly by general media, 
reached effectively only by SuccessruL FarmMiInc— 
influential as the result of forty years of intelligent 
service to the best farmers of the country. 


For a better understanding of the opportunities 


rs wife... inits 


in this best farm market...see the November issue... 
ask the nearest SF office for current data! SUCCESSFUL 
FarMiNnG, Des Moines, New York, Chicago, Detroit, 
Atlanta, Cleveland, San Francisco, Los Angeles. 


FARMING 


WANE 


M1 Poe ; 


What is meant by high prices? 

It is a MANZ VIEWPOINT that, when 
you are dealing with a reputable 
printing company who knows their 
costs, there is no such thing as a 
“high” price—that is, in the sense of 
the word usually interpreted by 
buyers. 

There is such a thing as high costs, ; 
but those costs are usually reflected 
in equally high values to the cus- 
tomer. 

Let us, for example, consider a 
quality printing job—the kind upon 
which Manz has built its nation-wide ._ + 
reputation. > 

Estimates are submitted. he 

Manz price is $2500.00. 

The customer has another printer’s 
price. It’s $2300.00. 

How come? 

Bear in mind it is a QUALITY job! 

The two most important factors in 
producing a quality printing job—the 
kind used to sell products—are make- 
ready on the press and the speed * 
with which the job is run on the 
press. Assuming that hourly rates ois je 
on the equipment used to produce 
the job are the same for both Manz 
and the other printer, MANz, in the 
interest of quality, has figured more 
hours of make-ready and slower run- 
ning time on the press. This means 
a small difference in cost, but a 
whale of a difference in results! 

As another assurance of the cus- 
tomer receiving top quality through- 
out the run, every sheet is inspected 
before being delivered. This, of 
course, is the kind of insurance which 
is well worth the additional invest- 
ment in quality. 

When a piece of printed matter is 
to do a selling job, every element of 
good selling must be injected. Clean, 
sharp appearance in a salesman has 
its sales-making attributes, and so 
with sales-making printed matter. 
The slight additional investment in 
quality will pay substantial dividends. 

So let’s not consider prices as 
“high” until full consideration is 
given to all factors of value. MANZ 
is quality-geared in all departments. 
Art, copywriting, creative planning, 
engraving, printing (both letterpress 
and offset), binding, even ink-mak- 
ing are all conducted under the single 
roof which houses MANz high stand- 
ards where ANY SIZE JOB IS A MANZ 
SIZE Jos! 


Uiny Size Soh us 
a Mang Size Job 


MAN 


CORPORATION 
Engravers and Printers 
4043 Ravenswood Ave. 
Chicago 13, Illinois 
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NBBB Challenges 
Antifreeze Makers 
on Safety Tests 


New Yorx—The National Bet- 
ter Business Bureau recommended 
last week that the advertising and 
sales of chloride, petroleum, honey 
and sugar base antifreezes be 
discontinued until the manufac- 
turers of these products are able 
to produce tests and performance 
data to prove any destructive or 
dangerous results from their use 
have been completely overcome or 
avoided. 

This recommendation was made 
in a special bulletin on “Facts 


about Antifreezes.” The bureau 
stated that the suitable types of 
antifreeze currently include ethyl- 
ene glycol, propylene _ glycol, 
methanol, ethanol and isopropyl 
alcohol. 

The bulletin also lists observa- 
tions helpful in determining the 
base contained in an unknown 
solution. 


Caterpillar Promotes Fahey ~ 


Thomas W. Fahey, with Cater- 
pillar Tractor Co. since 1937, has 
been appointed western division 
advertising representative of the 
company, making his headquarters 
in San Leandro, Cal. He succeeds 
"he et € Harger, who has joined 
Wank & Wank, San Francisco 
agency. 


1200 West Loke Street 
phone TAYior 4260 
Chicago, Illinois 


‘Don't Violate 
ITU Ruling’: 
Hanson to ANPA 


Warns Publishers They 
May Be in Contempt if 
They Proceed with Pacts 


New Yorxk—Last week the 
American Newspaper Publishers 
Association distributed to its mem- 
bers the warning of Elisha Hanson, 
ANPA’s general counsel, to beware 
of violating the injunction against 
the International Typographical 
Union. 

Publishers who act in collu- 
sion with the ITU in setting up 
contracts or gentlemen’s agree- 
ments are cutting across the en- 
joining decree of Federal Judge 
*Luther M. Swygert and, in Mr. 


Hanson’s opinion, are “placing 
themselves in contempt of court.” 

The attorney’s statement was 
issued after Judge Swygert held 
respondents in the injunction pro- 
ceeding in contempt of court be- 
cause of their insistence on con- 


junction decree. Mr. Hanson said 
he was compelled “to advise pub- 
lishers that if any of them pursue 
a policy of cooperating with the 
respondents in that proceeding in 
their efforts to evade or avoid the 
effect of the decree such publishers 
may be made respondents in a fur- 
ther contempt proceeding before 
Judge Swygert.” 


es He noted that the general coun- 
sel of NLRB has been criticized 
because he did not initiate con- 
tempt proceedings promptly after 
the issuance by “ITU of its man- 
datory form contract following 
the entry of Judge Swygert’s de- 
cree.” He said “any future viola- 
tion of the decree by any party 
covered by that decree will be 


Covers All 
Principal Products 
Bought, Sold and 
Used by Lumber 


and Building Products 
Dealers and Jobbers 


It goes to the buyers you want to reach. 
that enables you to place buying data on your products RIGHT IN THE SAME 
SECTION with valuable editorial reference data on your general type of 
It's the ONLY book that gives you a direct tie-up 
between your product display and the Buyers’ Guide pages by showing in 
the buyers’ directory the PAGE NUMBER of your display. 


product or related items. 


= The Buyers’ 
1949 Dealer PRODUCTS FILE Issue is now being made 
up. If your products are sold to or through lumber- 
material dealers, write promptly for FREE listing blank. 


American Lumberman & Building Products Merchandiser 
139 N. Clark St., CHICAGO, ILL. @ 


Be Sure to Have Data on 


YOUR BUILDING PRODUCTS 
in this BUYERS’ REFERENCE 


List Your Products FREE 
Send for Listing Blank 


Directory section of the 


OVER 22,000 BUYERS USE IT 


Largest Coverage — Lowest Cost 


More than a directory—a building products information source-book for 
buyers—PLUS a directory of sources of supply. Only book of its kind published 
for lumber-material dealers and jobbers. 

Remember—other factors may help to influence the sale of your product, 
but ONLY dealers and jobbers invest their money in your merchandise and 
control its sale to consumers. 


Dealers and Jobbers Can't Lose or Mislay Your 
Product Data When It's Bound Into This Book 


It is the ONLY Buyers’ Reference 


ALL YEAR AROUND 
Buying Guide for 
$6.5 Billion Market 


1947 sales of lumber-material 
dealers were $5.6 billion (U. 5S. 
Dept. Com.). 1948 sales are esti- 
mated at over $6.5 billion. Get 
your full share of the big 1949 
volume by displaying your products 
in one or more of these _ 


24 Selling Sections 


1. Lumber, Plywood, Related Items 

2. Metal Products 

3. Windows, Doors, Millwork, Weather- 
stripping 


4. Paint and Decorating 

5. Hardware and Related Items 
6. Glass, Glass Specialties, Plastic Glazing 
7. Board Products 

8. Floors and Floor Coverings 

9. Roofing, Shingles, Siding 

10. Insulation 

11. Heating, Plumbing, Ventilating 
12. Farm Equipment 

13. Lawn and Garden 

14. Electrical Supplies 

15. Kitchen, Laundry, Bathroom 
16. Garage Doors, Specialty Items 
17. Prefabricated Products 

18. Cement and Masonry Products 
19. Clay and Tile Products 

20. Plaster, Plastering Products 
21. Selling and Promotional Aids 
22. Office and Store Equipment 
23. Financing and Insurance 

24. Machinery and Equipment 


tract provisions violating his in-| ing 
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called to the attention of the cour 
without delay.” 

Many publishers have worke 
out agreements with the ITU, an 
thus by-passed the labor trouble; 
which have distinguished 1948 i: 
the annals of newspaper publish 


“It is important,” Mr. Hansor. 
continued, “for all , ublishers wit! 
whom ITU is attempting to nego. 
tiate contracts or gentlemen’; 
agreements to understand that th. 
decree enjoining the respondent; 
from violations of the law als) 
enjoins ‘all persons in active con. 
cert or participation with them’ 
from ‘in any mannetr...giving 
effect to. . .any policy, practice or 
course of conduct, including. . 
contracts. ..which in any manner 
discriminates against employes.’ ” 


s Mr. Hanson also warned that 
Judge Swygert, in his original 
decree of: March 27, retained juris- 
diction over the case for the speci- 
fic purpose of making further 
and other orders and decrees 
where he deemed them necessary. 

The court order found that ITU 
has attempted to cause employers 
to discriminate against employes 
in violation of the law. “Until 
and unless the ITU changes its 
policy of open defiance of this 
act,” Mr. Hanson concludes, “any 
publisher who from this time on 
deals with the ITU in a manner 
violative of the law is presumed 
to have knowledge of the injunc- 
tion decree, and in my opinion, 
is likely to be proceeded against 
by the general counsel of the 
National Labor Relations Board.” 


Electrotypers Elect 

The International Association of 
Electrotypers and Stereotypers has 
elected H. W. Haydock, of the 
Royal Electrotype Co., Philadel- 
phia, president. Others elected are: 
Walter C. Dohm, Norman-Dohm- 
O'Flaherty Co., New York, Ist 
vice-president; E. C. Barnes, Fort 
Wayne Engraving Co., Fort Wayne, 
Ind., 2nd vice-president, and C. H. 
McNellen, Bomac Electrotype Co., 
Toronto and Montreal, 3rd vice- 
president. 


Maclean-Hunter Appoints 2 
Maclean-Hunter Publishing Co., 
Toronto, has announced the ap- 
pointment of Floyd S. Chalmers, 
executive vice-president, as gen- 
eral supervisor of the company’s 
36 publications in Canada, the 
United States and Great Britain. 
Thomas H. Howse, vice-president 
in charge of production and treas- 
urer, has been named comptroller. 


Howard Stores to Peck 

Peck Advertising Agency, New 
York, has been named to direct 
the advertising of Howard Stores 
Corp., manufacturer and retailer 
of Howard clothes. Newspapers 
will be used in metropolitan New 
York, other eastern cities and in 
the Midwest, plus radio, television 
and outdoor posters. 


3 that are lst 


1. CROSS COUNTRY NEWS 


An aviation news per 
voted to private of the 
reaches over 2/3 e alr- 
rts in the U.S... . circu- 
Ration, 11,252. 


2. THE MAILBOX 


A direct mail advertising me- 

- dium devoted to the farmer 
. . « reaches over 19,000 farm 
homes of the South Plains of 
West Texas. 


3. MERCANTILE NEWS 


A direct mail advertising me- 
dium devoted to the urban 
families of the great south 
plains of West Texas . . 
oy ny over 28,000 town and 
c 


FOR RATES a... J eee 


M. I. HALL 


PUBLISHER 
1007-A 13th, LUBBOCK, TEXAS 
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a mayor phore of the credit fev 
= ~_ 43 million Home — 


—— What's the “5th Cover’? It’s the Sunday newspaper that distributes THIS WEEK Magazine. Look at 


ws this distinguished list, and you'll know why “the 5th Cover makes a difference” to TWM’s advertisers. 


The Atlanta Journal 

The Baltimore Sunday Sun 
The Birmingham News 

The Boston Herald 

The Chicago Daily News * 
The Cincinnati Enquirer 
Cleveland Plain Dealer 


*Week End Edition 


19 Million People . 


The Dallas Morning News 

Des Moines Sunday 
Register 

The Detroit News 

The Indianapolis Star 

Los Angeles Times 


The Memphis 
Commercial Appeal 


The Milwaukee Journal 

Minneapolis Sunday 
Tribune 

New York Herald Tribune 

The Philadelphia Sunday 
Bulletin 

The Pittsburgh Press 

Portland Oregon Journal 


Rochester Democrat 
& Chronicle 


St. Louis Globe-Democrat 

San Francisco Chronicle 

The Spokane 3 
Spokesman-Review 


The Washington. 
Sunday Star 


- in 8,928,291 Homes... read THIS WEEK MAGAZINE 


-- 


194: se 4 | 
cour “ a a +x s ° g " 
% eet e 6 ¢ ; - Ks : ce ay i eee ; Oy: cg ; ae :: Mi 
» are 4 ee ’ a, “ee Pisa 3! y aes ae es _ : eee pl - # ; : ae . —_ 
me he. Ge P: ‘ , \ Ef . ee : 
ae me ints . — ny is : _ eae - 
18 it i, i i “a yer ee 4 i, —e 7: 
ie ee eo i i : = : an ot ; pe 
ie, ee Ag tae ee a . eg na = EOE aa ." 
lish . ae. , ‘i 3 : na, ; F: ae a ae a we e m , Meee om ae 
ee ee ee | S 7 —_ es ¢ 
ee || ee, ee a ee eye eee fh | ie “ie : : ae cay? ae 
a £ . ot s ae ws ag cet. re : . fee oss a ae a og AGAZ INE = meet as 4 ° 5 a i okey = : 2 i “~ { : § S 
: go } , j . ae ioe aaa . San “ “ C i ; i 1! re ae ea “ Bea. sh 7m a Fie * fee 4 bas, i: ; me ar i a. fag Ysa Sor 
t th: = ee es Be Pic . | if MS Po . a 
; _ { a Mie i oe ee a 
r tool a tie Gee 7 . tak, ~. "ie / 4 q , pT as et ee es Lae Pia ’ ial am | mie 
Bee er as el oe usin. pipe a ee -? . } ae ee = | i 
als, a z of ae, Cor ee. i, sy ’ . F = ve 3 ‘ t i} > ee ae . . - 
pO ee eC tee icy, MOE j its ‘ a : See gio. ae a . 5 
" ee of et pe id * : 3 G2 cae pie a ee RS ed “ Fs : 
herr’ eee CP eee, nk x RE a a we a 
iving a fas mee 5c ae GBs | scan nme ati ' he | Rie Ra Ae Si ca i oe 
} a ic Soe c ame ¢ penne Hts o ' a ee ee oe er ar 
se°er nen ea TOT ere ee ee ae ae i , ! 4 Ty ad I : ; a oe oh ia ‘ — - ba 
: 4 ? ‘ . “ ovis , 7 ’ : E if ee ei ; oe as ‘a Se 4 ‘ bia 
ng. .. y ' . ig — eeanerat* ia —— = tii - , : 
inner 4 Me : ue ; Hl x ie sel re | J 5 ; - 2 4. oe 
| is teas meen - ; aie = ee i Ss ues 
res.’ : Bae ; ear oe = iti © 5g . er Spt | : 7 i | * 
RRR ee °F a cae ae bs 7 ‘j ae 4 : : : 
one a av a’ ee aa a . oe ag - r geat Brae gint: i : en ae a. a 2 oo. ’ . 2 . 
oe \. -* a i : ee tra ae ite #3 
> 7 7 ee f . a ee SE + 2 : a 
i w ¢ Ene oe : a a Dre eee oo ae “i ‘ E 
eal a. & 7 Ve} ae —.  — 7 
‘ “ a | | ; . B a area: - 2 ents = i aoe © Wa Me % m ; 
ree rae Ad Bk . Sere oy 
rther es ee = 3 | qi | . a. —— | 
crees ; , : oe mm 8 voile oe : «3 Pay = bis kt ony i 7 
oyers ——— = . ae E Hi [ | aa aaa alias sae an 
loyes og ? oes il an , Bi ——— i , Ki ; cue 
Until — P r ae oo : bi a i ee Ded peng grip ves ff oe 
Ss its : en ay f =z ee lala 7 Sales 
a iS . f amend eters | ae — a ‘Mis Di ot 3 a 
this , seal . ate ed ‘= ileee Me a ee a 
“ i. . age es . — 4 ie 7 a lees ee sagpe «. oe * 
e on BIB ORACLE 6 9 : a zs aa. : 
~ne) A satel en pee 7 SS -- "A ge ae -- as ai st oar meee f 
‘4 Z ——— ..  —ee an -seeitttillTOOS sass 4 I sie” Pina re -_ ie in oie ee ee Rares es ov 7 * , 
. : o ¢ € . ; : " 2 Bey 4s of gel (ac ae eee a ’ - = 3 _ ate | 
junc- i ; 3 : ie Se | | 
f P| “ _— , 
nion, SL Seeabtachnca! » eS y- al : —" 0 — zi 
. as ee oe ee a ; eee seamen ~ tig “ sede: mea os rico > 
nine! one : mys : i Dies a ght = peer: aaa | 1 nt cae een MND pois Re: nae 
. swe DES geass tcomqeinenl Pe € Ee Se ‘ oes aati DN RE Sr Bl ai ator 6 a na eon eames at 80 a 
the i er * x 1 ee sy . : a. ate yigabocneayey, ae Ce * gions “2 are i a lake » cs cag NS 2 y fe = a by ie a a aN, ' nea all ree : 
veer ‘ ‘i : eek, — eens te a 
as sin a Fe ; ¥* 7. [a r 
on of be 
s has 
' the | 
adel- | r 
| are: y . 
ohm- 1 | 
het eee MAS 
Fort ; ‘ val | 
ayne, | 
“Co, Ad Ud { 
Co., Vet LL , | 
“eo. ov any, : 
ig a 
6! . _ 
| } ¥ 
taile 
apers 
New iS 
1d in | | 
rision _ 
i: 
p Ler 
ane 
oe: 
{pea 
sain 
ee ; - 
; 
24 
i 
| 
/ 
| ; 
a 
po | 
as 
n _ eee : 
‘Rea 
me 
; pan 
Pige os ean i igs 4 : ag 
a a i a a a oe aa Wise, Ae enes a iit < ey wae ; 
‘ Fae ss eT Ne Ee eas Cee UR Rice eS Cee ee e ea a Rr nah Ee kena aes at a ne mf Ss aa FS : : : 
Ls Be ae OG ee OTE Seino td hie CON gRET  SM -onae REA RRS AS it eld geet eP Cee J trae y Bee ots ee ne ye tide § d © tae : : : ; rare 
~! ts, eT : ee, ee! een ie ee bane ae Sater ate es : F pe 
ee Lo SUE ie igen Be fe ME oie se kee Ty a pee Gee eet i 
“ ; aes Me Sere SAO ed aes 


Publishers Bureau Elects 


Robert E. Haig, vice-president 
and circulation director of Hearst 
Magazines, New York, has been 
named chairman of the Bureau of 
Independent Publishers and Dis- 
tributors. Other officers elected 
are: George Brauninger, former 
chairman, and president of the 
Brauninger News Co., Trenton, 
N. J., co-chairman; Allen Adams, 
circulation director of Fawcett 
Publications, Greenwich, Conn., 
reelected secretary, and Roland 


POINT OF SALE 


ADVERTISING 


Colorful - 
in Rolls. 


Self Adhesive - 
Easy to buy - 


Cellophane, processed 
Easy to apply - used for 
Packaging - Point of Sale advertising - Parts mark- 
ing and Aircraft Wire terminal identification. 


TOPFLIGHT TAPE CO. - YORK, PA. 


Bachman, president of J. O. Stoll 
Co., Chicago, treasurer. 


Clark Named Ward Treasurer 


A. C. Romer has resigned as 
treasurer of Montgomery Ward & 
Co., Chicago, to devote his full 
time as vice-president in charge 
of inventory management. A. R. 
Cahill, assistant treasurer, has been 
named treasurer and John M. 
Clark has been appointed assistant 
treasurer. 


Names Pearson & Morgan 

Ederer Engineering Co., Seattle, 
manufacturer of overhead cranes, 
monorail hoists and equipment for 
the plywood industry, has ap- 
pointed Pearson & Morgan, Seattle, 
to handle promotion as part of an 
expansion into heavy materials 
handling. Trade publications and 
direct mail will be used. 


because there 
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Frank Carruthers 


Denver’s “Grand Old Man of the | out the Schaeffer holdings. How- 


Advertising Profession,” 80-year- | 


old Frank Carruthers, is all set to 
launch his 36th year with the 
Denver Post and his 59th year in 
the advertising business! 

Mr. Carruthers, 
who joined the 
Post Oct. 25, 1913, 
is now the pa- 
per’s very active 
local advertising 
manager. Serving 
under him is Paul 
H. Schlesselman, 
a “veteran” of 14 
years with the 
Post, whom Sam 
Howard, adver- 
tising dire>tor, 
recentiy appointed as assistant re- 
tail advertising manager. 

The Post’s local ad chief, the son 


F. Carruthers 


5 of an Oberlin, O., college professor, 


was born Feb. 4, 1868. After grad- 
uating from his father’s school in 
1890, he picked Denver as a likely 
site and started his career as an 
advertising salesman with the old 
Republican at $12.50 a week. 

A drum and bugle corps really 
decided Carruthers on the “circus 
town” of Denver. While still a col- 
legian, he attended a GAR con- 
vention in Milwaukee and, outside 
his hotel window one night, heard 
probably the finest—and loudest— 
drum and bugle corps that ever as- 
sailed his ear drums. The unit had 
come from Denver, and then and 
there young Carruthers decided 
that any city which could produce 
such a lively band was the place 
for him. 


gs While working on the Repub- 
lican, the young ad salesman bol- 
stered his income by reviewing 
books at $3 a week and reading 
proof Saturday nights for an extra 
$2.50. After a year’s service with 
the paper, he moved over as adver- 
tising manager of the Times. 

When new owners took over 
the Denver Times, Mr. Carruthers 
deserted Denver to become adver- 
tising manager of the Kansas City 
Times, but he returned after a few 
years in the “East.” 

On Oct. 25, 1913, John C. Scha- 
effer, former publisher of the Chi- 
cago Evening Post, bought out 
Tom Patterson’s News and took 
over the morning Republican and 
the evening Times, immediately 
consolidating the Republican and 
News. Later, Roy Howard of 


Scripps-Howard, who had a small | 


afternoon paper, the Denver Ex- 


ard suppressed the Express, leav- 
ing him with the morning News 
and evening Times—which pre- 
cipitated a first-class newspaper 
war with the Denver Post. 

The Post launched a morning 
edition, which began to encroach 
on News’ advertising. After a year- 


| long battle, Howard agreed to hold 
ithe morning field with the News 


and leave the afternoon field to the 
Post. 


w At the time of the Schaeffer 
sale, Mr. Carruthers, then business 
manager of the Republican, re- 
ceived a telephone call from his 
friend, H. H. Tammen, one of the 
founders of the Post. 

Mr. Tammen hired him to serve 
as advertising manager of the Post, 
but neglected to tell his partner, 
F. B. Bonfils. The following day 
Mr. Bonfils also hired Carruthers. 

The time was right, Mr. Car- 
ruthers decided, to ask for a vac- 
ation, but Mr. Tammen refused, 
saying there was too much work 
to do. “Besides,” he said, “you’ve 
been on the payroll for two weeks.” 

Carruthers stopped at the cash- 
ier’s cage on his way out and, sure 
enough, there was two weeks’ pay 
waiting for him. 


ws Carruthers probably is the only 
man in the country who was the 
publisher of a daily and didn’t 
know it. He was served one morn- 
ing with some legal papers con- 
cerning a libel suit filed against 
the Kansas City Post. He rushed 
into Tammen’s office. 

“Well, Frank,” that worthy re- 
plied, “we made you publisher of 
the corporation about a month ago; 
I guess we forgot to tell you.” 

Carruthers resigned and re- 
turned to the advertising depart- 
ment, where he’s stayed ever since. 

In addition to his advertising 
duties, Mr. Carruthers served for 
a time as manager of the Great 
Divide, a rural-minded weekly 
published by the Post. That meant 
a seven-day week for him, because 
the only time he could get into 
the composing room to make up 
the publication was on Sunday. 


a Mr. Carruthers helped form and 
has long been active in the Denver 
Advertising Club, oldest such or- 
ganization in the nation. 

In the old days, the group was 
known as the Alfalfa Club, and 
met once a week in the old Mining 


‘Exchange saloon. Meetings were 
press, went to Denver and bought | 


informal, to say the least, and 
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whoever could drain the bigges 
stein of beer in one draught wa 
named chairman for the day. Thi; 
practice was stopped because one 
adman of sturdy stature and a tre- 
mendous capacity fast became the 
“permanent” chairman. 

Two years ago, after eight year: 
of service without a vacation, Mr 
Carruthers’ doctor and publisher 
ordered him out of the building 
for an eight-weeks’ rest at sea 
level. After three or four weeks a 
forced “play,” he hustled back to 
the same old stand on the Post’s 
first floor. 

“I guess I never learned to play,” 
he commented. “When I drop, [ 
hope it will be with a proof in my 
hand.” 


Zworykin to Get 
Poor Richard Club 
Gold Medal Award 


PHILADELPHIA—Dr. Vladimir K. 
Zworykin, inventor of television's 
electronic scanner, iconoscope and 
orthicon tube, will receive the 
Poor Richard Club’s 1949 gold 
medal award at the Benjamin 
Franklin Memorial Institute next 
Jan. 17, Franklin’s birthdate. 

Dr. Zworykin, who is vice-presi- 
dent and technical consultant of 
the RCA Laboratories division, 
Princeton, N.J., will receive the 
medal following a pilgrimage of 
club members to Christ Church, 
and to Franklin’s grave in the 
ehurch’s burial ground. 

The holiday celebration will con- 
clude with the traditional banquet 
at the Bellevue-Stratford Hotel, 
this year dedicated to television. 
A four-hour video program will 
conclude the meeting. 


Publishers Asked to Check 
Out-of-State Cigaret Ads 


Two state newspaper publishers’ 
associations have been asked to 
take notice of out-of-state cigaret 
advertising. The New York state 
tax commission has asked pub- 
lishers to check copy in advertis- 
ing to be sure that it contains a 
statement limiting New York resi- 
dents to five cartons a month. The 
commission would prefer that 
newspapers reject the copy. 

The Pennsylvania Newspaper 
Publishers Association received a 
letter from Otto F. Messner, acting 
secretary of revenue, who noted 
efforts of companies to sell “to 
Pennsylvanians untaxed cigarets” 
and asked that “while there is no 
law ... prohibiting advertising of 
that kind, we feel that the pub- 
lishers would very gladly coop- 
erate with this department... 
because it is very apparent that 
any such advertising would only 
contribute in an effort to avoid 
our tax law.” 


— 
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YOU CAN MAKE 0 DO THE WORK OF $3 | 


AGLE 


The Eagle Magazine with 1,052,000 circulation, is the fastest growing fraternal pub- 
lication in its field, and the following figures taken from Standard Rate and Data 
show that its rates are the lowest: 


MAGAZINE 
Eagle 
Elks . ‘ 
Foreign Service 
legion . 
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RATES FROM JULY 15, 1947, SRDS 


MAXIMIL MINIMIL 
- 3.74 3.56 
5.10 4.84 
- 442 4.12 
- « 626 7.84 
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POINTERS—Paul B. West, ANA president, 
ond Lee H. Bristol, vice-president of 
Bristol-Myers and former head of ANA, 
check off details at convention of the 
Association of National Advertisers. 


‘Phoenix Sunshine’ 
¢ the Postscript 
in Chamber's Copy 


PHOENIX, ARIz.—The Phoenix 
Chamber of Commerce has 
launched a newspaper and outdoor 
advertising campaign playing up 
“P.S.” or “Phoenix Sunshine,” and 
is counting on heavy support from 
airlines and railroads to attract 
winter vacationists. 

The chamber’s own campaign, 
through Arnold Advertising 
Agency, will employ 22 news- 
papers throughout the country. 
The bulk of this season’s ads will 
run from Oct. 31 through Janu- 
ary, with two-thirds of the copy 
appearing in eastern papers. A 
smaller drive will run from mid- 
March through April. Outdoor 
advertising will be confined to 
the Los Angeles area to spur 
tourist trade from that region. 

All ads will carry the_“P.S.” 
theme, using various messages in 
the P.S. portion of a facsimile 
letter to boost this region’s abun- 
dant sunshine. 

J. C. DeLong, advertising direc- 
tor of Trans World Airlines, New 
York, told the chamber at a recent 
joint meeting here that his com- 
pany will again promote its 
“Quickie Vacation” program, 
which increased TWA’s passenger 
traffic to Phoenix by 400% last 
year. The plan will be extended 
from four to 10 major cities, he 
said. 

A. R. Bone, Los Angeles, re- 
gional vice-president of American 
Airlines, said his company will 


OPPORTUNITY FOR 
GOOD SALESMEN 


As a representative for this 53-year old 
firm, you'll enjoy protected territory, 
ome in contact with leading business 
people in your community, and the 
straight commission compensation 
neans NO CEILING on your earnings! 


You'll a group of sales representa- 
ives, tt of whom have been with us 
for a goodly span of time. We're rather 
proud of this minimum of turn-over. It 
oreves we’re not a moss-back organiza- 
tion, not too hard to get along with, and 
that we all enjoy w together. 


Bastian Bros. (AAA-1 rated), top leader 
in its field, employs 500 skilled workmen 
and is nationally represented. Every 

i is a prospect for a Bastian 
product. 


We make point-of-sale displays and 
signs; advertising specialties; name 
plates for manufactured products; cellu- 
loid and metal buttons for political cam- 
paigns and unions; convention badges; 
employee service and safety ~~? > 


BASTIAN BROTHERS COMPANY 
2050 CLINTON AVENUE, N. ROCHESTER,N.Y. 


step up its appeals to winter va- 
cationists, including an “Arizona 
show” in New York, a six-month, 


| $150,000 newspaper ad campaign 


aimed at tourists, and Arizona 
exhibits on its DC-4 air freighters. 


Other promotional copy is 
planned by the Santa Fe and 
Southern Pacific, their represen- 
tatives at the meeting declared. 


Gets Flaxtex Rug Account 


Oregon Flax Textiles, division of 
the California Cotton Mills Co., 
Salem, Ore., has appointed the San 
Francisco office of Brisacher, 
Wheeler & Staff to handle the mer- 
chandising and advertising for its 
ange all linen rugs, effective 

an. 1. 


C&O Elects Walter Tuohy 


Walter J. Tuohy, first vice- 
president, has been elected presi- 
dent of the Chesapeake & Ohio 
Railway, Cleveland. He succeeds 
Robert J. Bowman, who has been 
elected chairman of the executive 
committee. 


Lowitz Chides 
Textile Industry 
for Weak Promotion 


Toronto—In 1945 the entire 
American textile industry, in- 
cluding producers of everything 
worn by men, women and children, 
household fabrics of all types, 
blankets, sheets, yarns, etc., in- 
vested in national advertising a 
sum that was $1,000,000 less than 
the advertising appropriation of 
one American soap company. 

This is one of the weaknesses 
of the textile industry, Anson C. 
Lowitz, vice-president of the 
J. Walter Thompson Co., New 
York, pointed out in an address 
before the Canadian Woolen and 
Knit Goods Manufacturers Asso- 
ciation. 

Compared with other industries, 
Mr. Lowitz said that the textile 
industry is traditionally weak in 
consumer research and consumer 


education. 

“Absence of sound market re- 
search and forecasting procedures 
are only too often reflected in the 
faulty conclusions drawn by those 
engaged in the production and dis- 
tribution of soft goods,” Mr. Lowitz 
said. “Operating in such a vacuum 
of market and consumer know- 
ledge, the survival of this industry 
can be attributed largely to the 
fact that nudity is not popular in 
colder climates,” he concluded. 


Launches House Organ 


Vulcain Watch Co., New York, 
manufacturer of the Cricket alarm 
wrist watch and Vulcain grand 
prix watches, has launched a 
monthly house organ, called 
“Watchword.” The first issue was 
sent to 5,000 jewelers throughout 
the country. 


Foster to All-Wheel-Drive 

W. H. Foster, formerly adver- 
tising and sales manager of Sar- 
gent & Co., Des Moines, has been 
named sales and advertising man- 


21 


ager of the All-Wheel-Drive Co., 
Davenport, Ia., distributor of road 
machinery. 
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MAYBE THERE'S SOME connection betweeen the fact 
that readership studies show these ads tops in 

the industry...and independent clothing prefer-— 
ence surveys show Hart Schaffner & Marx the fa-— 

vorite name with men and women. A client of BBDO 
Chicago since 1931,Hart Schaffner &Marx everlast— 
ingly pounds away on the theme of quality, style 
and value——-claims backed up by the merchandise. 


Be Ws Sk oR 


WHO'D TAKE THESE for dealer mailings? They're 


typical of a twelve-piece series sent to 9,000 
jewelers by J. R. Wood & Sons, Inc. As carefully 
done as any consumer advertising, they were 


chosen for a "best of 


industry" award by the 


Direct Mail Advertising Association. More im- 
portant, they helped open many new franchises 
for Art—Carved diamond and wedding rings. 


NEW YORK + BOSTON 
MINNEAPOLIS 


* BUFFALO + 


\ 
ss iglpaes oe ha j t 
LET'S PRETEND JRMtiad 


HUNDREDS OF YOUNGSTERS take 


* SAN FRANCISCO * HOLLYWOOD 


2 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


CHICAGO * CLEVELAND + PITTSBURGH 


* LOS ANGELES * DETROIT 


ivan a 


a wide-eyed trip to 


fairyland each week as special studio guests of 
Cream of Wheat's "Let's Pretend" (Saturdays, CBS). 
Every one of them takes part in the show because 


audience participation is w 


ritten right into 


the commercials. Both classics and original 
stories are presented by radio's youngest group 
of players."Cinderella" is all-time favorite. 
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"HOMOGENIZED" IS the magic word that is boosting 


sales of Bond Bread. In this 


24—sheet poster 


campaign, "Homogenized" gets the emphasis it 
deserves—the word fairly leaps from the wrapper! 
Spotted in neighborhood centers, along main 


arteries of travel, and at d 
28 major markets, posters wi 
consumers, but retailers and 


owntown points in 
1l reach not only 
route men as well. 
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Studies Hotel Improvements 


Hotel World-Review, New York, 
in a three-month study learned 
that hotels are currently spending 
$1,827,756,000 in furnishings and 
equipment to modernize their pro- 
perties. Of this amount, $889,893,- 
000 was spent during the past year 
and $937,863,000 will be spent 
during the coming year. Details 
of the survey will be given in a 
special edition of Hotel World-Re- 
view in connection with the Na- 
tional Hotel Exposition Nov. 8. 


HIZ-HI1Z to Guzman 

HIZ-HI1Z of Ciudad Trujillo, 
Republica Dominicana, has named 
Melchor Guzman Co., New York, 
as its United States and Canadian 
representative. 


Walsh Appoints Hawkins 


Richard T. Hawkins, formerly 
advertising manager of the Glid- 
den Co., Toronto, has been named 
account executive of Walsh Adver- 
tising Co., Windsor. 
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MONEY TOWN 


SOUTH 


SHMYVILECE... 


OF. hes 


Nashville 


Electric 
Appliance 


Sales 


$10,767,563 


July 1, 1947—June 30, 1948 


Source: Nashville Electric Service 


NEWSPAPER PRINTING 


Ee The Nashville Tennessean 


~— Mowing » Sunday 


CORPORATION, AGENT 


Represented by The Branham Company 


lead 
plastie 


tenaplate 


moulds 


by silver spray process 


PORTIA prcoing and Clectrotype Ca 


812W.Van BurenSt. @ HAYmarket1000 @ Chicago7, Ill. 


Allen ‘Stops Music’ 
on Last Hoopereport 


New Yorx—Fred Allen, the Ford 
dealers’ representative on NBC, 
has eased into the ranks of the top 
15 for the first time since he started 
his battle against ABC’s “Stop the 
Music” (Old Gold, Speidel, Smith 
Bros., Eversharp.) Mr Allen is in 
ninth place on the Oct. 30 Hooper 
report with 16.9. The ranking give- 
away placed 17th with an average 
of 14.3 for the four quarter-hour 


segments. 

The leaders: 

Walter Winchell (Jergens), ABC....... 23.1 
Radio Theater (Lux), CBS............-- 22.5 
Fibber McGee & -_ * 

(Johnson's wax), NBC...........«++ 2. 
Jack Benny (Lucky Perike): ASS 21.9 
Bob Hope (Swan), NBC............... 21.1 
My Friend Irma (Pepsodent), ae 18.2 
Duffy’s Tavern (Bristol-Myers), NBC. ..17.6 
Arthur Godfrey (Lipton), CBS......... 17.2 
Phil Harris (Rexall), NBC............. 15.8 
Crime Photographer (Toni), CBS...... 15.6 
Bob Hawk (Camels), CBS............. 15.2 
Mr. D. A. (Bristol-Myers), NBC....... 14.8 
Charlie McCarthy (Standard Brands), 

nh. <a xomeaheedusia iin o& inhih hr ned 14.7 
— Are Funny (Raleighs), NBC. 14.5 

Burns & Allen (Maxwell House), NBC.14.5 

Average evening sets-in-use of 


29.3 is up 1.3 from last report and 
1.4 from a year ago. Average rating 
is 9.4, up 1.2 from last report and 
0.1 from a year ago. 

Available homes are 77.4, up 0.4 
from last report and down 0.3 from 
a year ago. Total evening sponsored 
hour index is 65 compared with 
62% on the last report and 66% 
a year ago. 


General Outdoor Aids 
Community Chest 

More than 400 Community Chest 
posters are being displayed this 
month in 55 major markets 
throughout the United States in 
which the General Outdoor Ad- 
vertising Co. operates. Most of the 


0| panels for these posters have been 


contributed by the company. 

In New Orleans 48 posters have 
been sponsored by local business 
and civic organizations. 


Weekly Paper Becomes Daily 

Democrat-Voice, Coleman, Tex., 
has changed from a weekly to a 
daily. Dick Reavis is publisher of 
the 67-year old paper. 
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Lupton Appoints Walberg 
an Account Executive 


B. M. Walberg, formerly an ac 
count executive of Cramer-Kras 
selt Co., Milwaukee, has been ap- 
pointed account 
executive of John 
Mather Lupton 
Co., New York. 

Mr. Walberg is 
well known as an 
author and con- 
tributor to vari- 
ous trade publi- 
cations and has 
been a consultant 
on industrial ad- 
vertising and 
marketing for 
various compa- 
nies throughout the country. 


Koehring Joins GN&éG 


Martin Koehring, former vice- 
president and director of creative 
work of Byrne, Harrington & Rob- 
erts, New York, has joined Geyer, 
Newell & Ganger, New York, as 
a group copy chief. Mr. Koehring 
previously was associate copy chief 
of the Campbell-Ewald Co. 


B. M. Walberg 


Be sure of 


honest weight in all 3 


Journal — McCall’s 


1,000 population 


market. 


in all three | 


Does your advertising dollar pull 
markets when you use a list like this 
. . » Collier’s — Life — Post — 


Companion — Good Housekeeping — 


Weekly — This Week...? | 


It’s close enough here... 


total city and town families . 


your weight 


major national 


— American 


Metropolitan places which represent 64% of all city and town 
families. They get 69¢ of your dollar invested in such a list. 


Almost exact weight... 


in places beyond metropolitan influence, over 1,000 population. 
They represent 24% of total city and town families, and 25¢ of 
your advertising dollar so invested goes to this market. 


"way short... 


in America’s 3rd largest city and town market. 
Places beyond metropolitan influence, under 
...the True Small Towns. They represent 12% of 
. YET less than 6¢ of your advertising 
dollar invested in urban national publications goes to this important 


Si 


2 


Get a larger share of the True Small Town market by awarding it a larger 
share of your advertising dollar. Add GRIT to your national schedule... 
61¢ of every advertising dollar invested in GRIT goes to the True Small Towns. 


—S=S>=_ 
EAT £7 ae SBA ae 


Adve 


= 


uses 
all-ye 
Grow 
an e 
this 1 
zines, 
cial n 
busin 

The 
color 
ning 
select 
coast, 
dema 
up ci 
senta 
paper 
in w 

Cor 
close] 
merc! 
great 
keep 
volun 


oP el eS pee : ay el "eas oa ie me See = i — fee _ aaa Sosy ee a: ad is a ae i ee = Nee fi clioue 
“eee mz 
- 22 ; ee 
——~ | a 
ve ¥ 
aoe ae 
‘ 
i he. 
at os e d 
gor STAR 
— ee on 
. ise | 
sie 4 P| Gro 
7 ms 
;} Yeo 
» ad . 
; a. FRE 
eas, *. 
ae Ceeennn ee eeereee ere eee —— 
a . 
* : 
. oe 
A ee a s = 
7 | a 7 
- : = : 
‘ « 
q a : f : 
- me - 
: = mm ig/ c 
a Aet 4 
— ar \/ \ — be di 
Am ‘ a : Bey ts Gd 
ps - : = SPER bulk 
, ae 
: “hy ‘_ | ect 4 bake! 
: 7 4 ¥ x “ - iZ 
7 | 7 "a a Be ' : oleae 
P aii eb 
— ee 48. i] X rae s Co 
os : . 2 : 
4 fee | ae opul 
_ i A a) / EX Sun- 
po -_ > oe ae featu 
+ : ie , . a = t pack: 
— - a i bookl 
— at ; adve1 
_— a Oe, pen 
‘ ; se ite expal 
: : ne ~ past 
. Nashville Bonner — 
baie , = fuenmg Ce re = still 
owe — ss 
— = ——™ = pack: 
oe d ters, 
ee Sun- 
ae : ee 
see cs the t 
“ Za Co. 
We fins 
=a mai? . “fi Me 
wal ; - 
ay : : acco 
— 7 : ee Sh. WBI 
o .. ; ; ‘ WI 
- ' es j 3% 7 Ps broa 
iar iS. Ne ee = te . ae ae Ae ags eS Conr 
ee . ating 
‘ 2 . - & 3 w The 
os J By Broa 
ss ee ; : So) Gf studi 
hee é co %, 2 (j 
ee: . : - -Y : ig 
aoe ; | Wi 
i . Wak 
i ; , 
othe 
} dolla 
CD ae lia 
i 4 ‘ Race 
oe i news 
ort 
cae : therr 
ee: dous 
soe om on ket. 
cs Unit 
aN ad a a a Ll Na ac oF <a SS me fo - 
aun SMALL T AMERICA’S: A : F WEEKLY — eT Cpa, Fre ve 
i, ; len abe a ee eet oe wi . ar \ ZA Z VER > 5 
oa ce eccrcctCUG i trie as ka + \ Se By; NO" 
gear . ‘igs NOS REAM Fp pn SPOT are Oe ey e) & [neta 14 prefe 
iat Deiheliis © taal seis ili icc hae . 1 . - 
elas : Chas Sees ays eg eee eee’ re re eke” GRIT PUBLISHING CO., WILLIAMSPORT 3,PA. se 
so Nae Gy ee a pr aes os taee 4 4 Se ee % ea ave mes eid er el , ote Sais Tigy - i on < = _ By 4s. z See me ad Fe i y eerste ee ie. Te Sid S ees Wane, ae <3 Pe elie? eye Sa) aye . e Fec Siae ane SS Bie! Fig se =a ey : ie Tn 


94 | 


Advertising Age, November 8, 1948 


Wembley Plans Large Drive 


Wembley, Inc., New Orleans, 
tie manufacturer, will use 22 full- 
color pages during the first six 
months of 1949 for a new cam- 
paign featuring styles in the $1.50 
and $2 price ranges. Ads will ap- 
pear in Life, Holiday and the 
Sunday magazine sections of the 
Chicago Tribune, Los Angeles 
Times and New York Times. 
Fitzgerald Advertising Agency, 
New Orleans, is the agency. 


Station CKRM Names Oakes 


To McCormick-Armstrong 


O. A. Sutton Corp., Wichita, 
Kan., manufacturer of Vornadofan 
air circulators, has appointed Mc- 
Cormick-Armstrong Co., Wichita, 
to handle its advertising. News- 
papers, magazines, business papers 
and direct mail will be used. 


23 


“PHOTOSTATS IN COLOR” 


From colored layouts, proofs, paintings — or 
Kodachromes. For presentations, displays, 
etc. We call them RABBIT Prints. They're 
cheap, they're fast, they multiply (10 dupll- 
cates minimum). 16” x 20” largest. 


THOMAS B. NOBLE ASSOCIATES 
302 E. 45th St., N.Y.C. 17 LExington 2-4947 


...IN THE 1-3 POCKET Eucry I 


Over 37,000 circulation, in- 


Don Oakes, formerly on the sales 
staff of Station CFAC, Calgary, has 
been appointed sales manager of 


STARTS CAMPAIGN—Sun-Maid Raisin Growers of California will use this outdoor 


cluding 25,000 nae and 2515 
poster to open its 1948-49 « ¢ ign, aimed at increasing year-round sales 


city association officials. The only 


of the product. Maxon, Ine., Detroit, is the agency. 


Sun-Maid Raisin 
Growers to Start 
Year-Long Campaign 


FRESNO, CAL.—To stimulate more 
uses for raisins and increase the 
all-year market, Sun-Maid Raisin 
Growers of California will launch 
an extensive 1948-49 campaign 
this month using national maga- 
zines, newspapers, outdoor, spe- 
cial merchandising promotions and 
business papers. 

The drive will start with a four- 
color spread in The Saturday Eve- 
ning Post and 24-sheet posters in 
selected markets from coast to 
coast, at the beginning of the peak 
demand season. A steady follow- 
up campaign will include repre- 
sentation in Nancy Sasser’s news- 
paper column and copy each month 
in women’s and home magazines. 

Consumer advertising will be 
closely coordinated with seasonal 
merchandising promotions to win 
greater grocer cooperation and 
keep Sun-Maid raisins moving in 
volume. Business paper copy will 
be directed both to grocers and to 
bulk users of raisins, including 
bakers, hotels and restaurants. 


a Consumer copy will include 
popular raisin recipes, and the 
Sun-Maid recipe book will be 
featured. In addition, Sun-Maid 
packages carry a free offer of the 
booklet. 

The producers credit consistent 
advertising to the consumer and 
steady promotion to the trade with 
expanding Sun-Maid sales in the 
past few years from a _ seasonal 
activity to a larger year-round 
volume business. Package sales are 
still growing while the nickel 
packages, now back on retail coun- 
ters, are selling at a record peak. 
Sun-Maid raisins are distributed to 
the trade through the 75 branches 
and warehouses of the H. J. Heinz 
Co. 

Maxon, Inc., Detroit, handles the 
account. é 


WBIS Begins Operations 


WBIS, new daytime standard 
broadcasting station in Bristol, 
Conn., has gone on the air, oper- 
ating on 500 watts, 1440 kilocycles. 
The station, operated by Bristol 
Broadcasting Corp., has offices and 
studios at 183 Main St., Bristol. 
Dr. Benjamin Sachner is president. 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Inc., 545 Fifth 


Newspapers, 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 


NOTE: We now have facts compiled by the 
® Research Co. of America on brand 
Preferences of Negroes from coast to coast, 
the only wed of its kind ever made, Write now 
for this free Information, 


Conklin Pen Names Gross 

H. M. Gross Co., Chicago, has 
been appointed to handle the ad- 
vertising of Conklin Pen Co., Chi- 
cago. A test campaign, using 
newspapers, merchandising and 
dealer tie-in materials, will be 
launched in Rockford, Ill, and 
Richmond, Ind., to promote the 
new Conklin Brief, a pocket-size 
ball point pen. 


Station CKRM, Regina, succeeding 
Bruce Pirie, who has become sales 
manager of Station CKRC, Winni- 
peg. 


Tarbonis Names Breese 


Tarbonis Co., Cleveland, manu- 
facturer of Tarbonis and Sul-Tar- 
bonis, has named Murray Breese 
Associates, New York, to handle 
its medical and drug publication 
and direct mail advertising. The 


magazine with 


100% coverage of Tam 


5336 certified Bowling establishments 
2 Bowling market, wide open after 


four years, 


oduces $291 ,000,- 


00 annually—three times as much 


as pro baseball. 


Write for our latest rate card today. 


THE BOWLER’S MAGAZINE 


appointment is effective Jan. 1. 


_ Official Publication of 
AMERICAN BOWLING CONGRESS 
2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


if 
5 Hy 


_ $0270 


CINCINN, 
jifaee KEADS hak 


tm | Neng, 


% penn gai 


“Maybe he expects to get a big job 
in advertising after he graduates’ 


AND SPEAKING OF BIG JOBS: 


@ The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


@ The Cincinnati Enquirer carries more advertising linage 
than any other Cincinnati newspaper .. . more ¢ota/ linage, 
more retail linage, more national linage, more classified 


linage. 


Represented by Moloney, Regan and Schmitt, Inc, 
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Buyer of Printing 


More, Study Shows 


New Yorx—The average buyer 
of printed forms can save at least 
25% on his purchases through a 
survey and revision of his forms 
to meet actual requirements at 
minimum cost, J. W. Rockefeller 
Jr. & Associates, consulting engi- 
neer, concludes in a general report 
soon to be issued on the printing 
industry. 

Virtually all letterpress printers 
face the same serious problem, 
the variation in plates and pack- 
ing of the press, the report says. 
The general commercial printer 
has reached a partial solution 
through the tedious and expensive 
methods of overlaying, but it is 
far from satisfactory because it 
involves costs which are avoided 
in the competitive method of 
offset printing. ° 

Newspapers, which can’t take 
the time for overlaying, use a re- 
silient blanket with a surface that 
is soft enough to print up every- 
thing on the plate in spite of dif- 
ferences in height amounting to 
as much as .015”. But this solu- 
tion “falls short of perfection,” 
Rockefeller reports, because it re- 
sults in an excessive supply of ink 
and a “first impression offset” 
which is so bad in some instances 
that newspapers have been com- 
pelled to give reduced ad rates 
to advertisers whose copy appears 
on the first impression side of the 
sheet. 

Other data in the report in- 
cludes information on wage costs, 
production, press speeds, printers’ 
needs, etc. The 48-page report, 
at $1 a copy, is obtainable from 
the company at 140 Cedar St., 
New York 6. 


Agency Increases Capital 


Botsford, Constantine & Gard- 
ner, with headquarters in Portland, 
Ore., and branch offices in Los 
Angeles, San Francisco and Seattle, 
recently amended its articles of in- 
corporation, increasing authorized 
capital to $200,000. 


Peck Transfers Daly 

Arthur Daly, head of the Los 
Angeles office of Peck Advertising 
Agency, has been transferred to 
the New York office in an execu- 
tive capacity. 
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Me No Free ELEPHANTS 


WOOD PRODUCTS didn’t build its 
circulation on premiums, give-aways, 
or special inducements of any kind! 
It grew from the solid foundation of 
readership: news of the trade, in- 


the forum of the woodworking in- 


and NOW WE’VE GONE “ABC”! 


Send for imposing list of subscribers 
AND ADVERTISERS 


If it concerns Wood, You 
ABC) COULD—With WOOD 
PRODUCTS! 


\[OOD 
PRODUCTS 


Phone: WAbash 2-1000 
431 S$. Dearborn @ CHICAGO 5 


‘New York Sun’ Buys 
Its First Radio Show 


The New York Sun, which car- 
ries George E. Sokolsky’s column, 
is sponsoring his new 15-minute 
broadcast over WJZ, New York. 
The program, the 16th cooperative 
show on ABC’s list this season, is 
heard in New York Sundays at 
11:15 p.m., EST, and on other ABC 
stations at 10:45 p.m. Starting 
Dec. 19, WJZ will broadcast the 
program at the earlier hour. 

This is the Sun’s first use of 
radio. Time was bought through 


Ad Awards Given 
by Milk Foundation 


ATLANTIC Crry—Winners of the 
annual advertising contest spon- 
sored by the Milk Industry Foun- 
dation were announced here at 
the foundation’s 41st annual con- 
vention in Haddon Hall Hotel. 

First prize for milk advertising 
in newspapers in cities with a 
population of more than 250,000 
went to the Carnation Co., Los 


the top award was presented to 
the Shurtleff Ice Cream Co., 
Janesville, Wis. 

Other winners included: Store 
cards and posters, Bowman Dairy 
Co., Chicago; street car cards, 
Eskay Dairy Co., Fort Wayne; 
wagon cards, Sheffield Farms Co., 
New York; and outdoor posters, 
Harbisons Dairies, Philadelphia. 

For circulars distributed to 
customers, Borden’s Farm Pro- 
ducts, New York, took first place 
in the milk division; Whiting Milk 
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milk; Dairymen’s League Co. 
operative Association, New York 
for cream and sour cream; Fore- 
most Dairies, Jacksonville, Fla. 
for buttermilk; Carnation Co. 
for cottage cheese; Sheffielc 
Farms for chocolate milk and alsc 
the miscellaneous division. 


Parker Joins WVKO-FM 


Morton K. Parker, formerly ad- 
vertising manager of the Star 
Columbus, O., has joined the sales 
staff of Station WVKO-FM, Col- 


Victor A. Bennett Co. 


Angeles. For cities under 250,000,| Co., 


Boston, for 


homogenized | umbus. 


ES sir, between summer and fall of 1948, NBC 
) Television has doubled its weight in advertisers 
—a bulging increase of more than 100% in signed 


network sponsors. 


ITEM: many of the largest and most experienced ad- 
vertisers in the nation—like Procter & Gamble, Philco 
and Colgate-Palmolive-Peet. They’re spending more 
and more money (new money in addition to radio 


funds) on NBC Network Television shows. 


ITEM: television sponsors new to the medium—recruits 
from printed media like Bates Fabrics, Bigelow- 
Sanford Carpets and Disney Hats. Disney, confident of 


blanketing 80% of its market with television, now 


allocates the major part of its advertising money there. 


ITEM: television film recordings to carry the message 


beyond the limits of the present NBC Eastern Tele- 
vision Network—until the day when sight-and-sound 


will be linked directly from coast to coast. 


ITEM: today, more network sponsors than all other tele- 
vision networks combined—and NBC all but sold out 


in the evening hours. 


Yes sir, it sure has grown—grown in wealth of program 


material and versatility for viewers as it increases in 


proved sales effectiveness for advertisers. 1948 is the 


‘ 


year for America’s No. 1 Television Network. 
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} ost Joins Kellogg 

Rita L. Host, formerly in the re- 
rch departments of Young & 
ibicam and McCann-Erickson, 
w York, has joined the execu- 
e staff of Kellogg & Associates, 
n Francisco research organiza- 
n. 


- TH see 


/ ppoints Costello 

Robert P. Costello, formerly 
p \blic relations representative of 
American Overseas Airline, has 
been appointed district manager 
of publicity of United Air Lines 
ir New York. 


Burgoyne Expands 


Index for Drugs 


Cincinnatr—John Burgoyne Jr., 
whose Burgoyne Grocery Index 
has operated in a number of mid- 
western cities since 1941, has ex- 
panded the Burgoyne service to 
provide an index of drug sales. 

Cities covered by the grocery 
and drug index now include Syra- 
cuse, N. Y.; Canton and Dayton, 
O.; Charlotte, N. C.; South Bend 
and Indianapolis, Ind.; Grand 


Rapids, Mich.; Rockford and 
Springfield, I11.; Cedar Rapids, Ia.; 
Omaha and Oklahoma City. 

The service includes monthly 
store audits of sales, stocks, prices, 
etc., for only one or all of the 


above-named cities, checks on 
special promotions, media tests 
and the like. 

O’Connor Joins ‘Redbook’ 


John R. O’Connor, formerly with 
the New York Times, has joined 
the eastern sales staff of Redbook, 
New York. 


Denison Launches Campaign 

Denison Engineering Co., Colum- 
bus, O., has launched a campaign 
to introduce its Midget Multipress. 
Full-page ads in industrial publi- 
cations are being used. Wheeler- 
Kight & Gainey, Columbus, is the 
agency. 


*World-Telegram’ Ups Morse 
Hazen H. Morse, advertising pro- 
motion manager, has been named 
promotion manager in charge of 
all promotional activities of the 
New York World-Telegram. He 
has been with the paper since 1934. 


New NBC Television Network 
Admiral Corp. 


Bates Fabrics, Inc. 
Bigelow-Sanford Carpet Co., Inc. 
Chevrolet Dealers 
Cluett-Peabody 
Colgate-Palmolive-Peet Co. 
Disney Hats 

International Silver Co. 

Julius Kayser & Co. 

Philco Corp. 

Procter & Gamble Co. 

Sherwin Williams Co. 

E. R. Squibb & Sons 

Sunshine Biscuits, Inc. 
Sylvania Electric Products, Inc. 
Unique Art Manufacturing Co. 
Vick Chemical 

Walco Tele-vue Lens 

Whitehall Pharmacal Co. 


Continuing NBC Television Network Sponsors 


American Tobacco Co. 
Firestone Tire & Rubber Co. 
General Foods Corp. 
General Electric Co. 
Gillette Safety Razor Co. 
Gulf Oil Corp. 

Kraft Foods Co. 

Motorola, Inc. 

R. J. Reynolds Tobacco Co. 
Swift & Co. 

The Texas Co. 


Sponsors 


> 
44m, 


Grant to Handle 
Revived TexaSweet 
Citrus Advertising 


Westaco, Tex.—Grant Adver- 
tising, which earlier this year lost 
the Texsun Valley Citrus Exchange 
account to W. B. Geissinger & Co., 
again will handle Texas grape- 
fruit advertising, this time for the 
Texas Citrus Exchange. 

Texas Citrus Exchange has 
withdrawn from the Texsun Val- 
ley growers group and will re- 
introduce the TexaSweet brand of 
grapefruit juice. Newspapers and 
selective radio will be used in 20 
midwestern and southwestern 
states beginning the first of the 
year. Trade publications also will 
be used, through Grant’s Dallas 
and Weslaco offices. 

Theme of the drive will be 
“Nature’s sweetest” for both Texa- 
Sweet and Suresweet fresh grape- 
fruit. Shary-Tex citrus pulp, a 
new commercial feed byproduct, 
will also be promoted. 

The TexaSweet brand name was 
first used in 1923 by Texas Citrus 
Exchange. This exchange, founded 
by the late John Shary, is headed 
by Allan Shivers, son-in-law of 
Mr. Shary and present lieutenant 
governor of Texas. 

Texsun Valley Citrus Exchange 
distributes and advertises the Tex- 
sun brand of citrus for member 
growers. 


Conti Products Starts 
New Mutual Program 


“Yours for a Song,” a Conti 
Products Corp. broadcast, will be 
heard over Mutual starting Nov. 19 
at 9:30 p.m., EST. Alfredo Antonini 
and a 30-piece orchestra will be 
spotlighted on the show. Time 
for the 25-minute musical session 
was bought through Bermingham, 
Castleman & Pierce, New York. 

Conti has been a Mutual client 
for eight years. 


Hughes Joins ‘Pictorial’ 

John S. Hughes, formerly with 
the New York Subways Adver- 
tising Co., New York, has joined 
the New York sales staff of Pic- 
torial Review. 
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i ocny many things... And, of course, their habits of reading cover a host 


of subjects—fiction, science, sports—a varied and endless list. 


But one thing above all else is of greatest interest to every businessman. 


It is pocketbook news—the news that affects individual and business planning. The 


impact of the news of governmental action and policy on the business life of our 


country is pocketbook news. 


This is the news that cuts across all businesses and affects them whether they are 


large or small, whether they are commercial or banking businesses, whether they 


are the businesses of the Architect, the Lawyer, the Doctor, the Trustee or the 


business of the Consulting Engineer. 


FOR EXAMPLE 


Every responsible management- operator 
of a growing business must keep abreast 


of the national policy on PRICING. 


* 


He must keep abreast of the nation’s 
TRANSPORTATION policy and 


its effect on the cost of transporting goods 


* 


..on LABOR-MANAGEMENT 


policies and their effect on production, 


strikes and work stoppages... on the 
policyof EUROPEAN AID and 
its impact on the quantity of goods avail- 
able to meet current demands throughout 


the country... 


* 


on the nation’s REARMAMENT 
policy with its demands for iron, steel, 
electrical equipment and a host of other 
goods and commodities already in demoed 


for normal use. 
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In the enttre country with its 20,000 publications, there is one, and only one 


magazine that devotes all of its content, all of its abilities, all of its experience to 
spot-analyzing and explaining the significance of the basic news of national and 


international happenings as they affect American business. That one magazine is— 


U.S.NEWS & WORLD REPORT 


In this magazine each week, all the essential news of all the world is organized, 
analyzed, explained and forecast for men of decision—men of vision—responsible 


American businessmen. 


* 


That U.S.NEWS & WORLD REPORT fills this need of the businessman is proved 
beyond the shadow of a doubt by the record of circulation growth in the postwar 
period. Immediately after V-J Day the demand for this magazine increased sharply. 


Today the guaranteed net paid circulation is 350,000 as compared with 200,000 in 
August, 1945—an increase of 75%. 


: 2a 


If you have a product or service to sell to the men 
who authorize corporate purchases; if you have a 
quality consumer product suitable for the Number 
One professional and businessmen of the country 
and their families, place your advertising in the 
country’s | 

NUMBER 1 MANAGEMENT MAGAZINE* 


om 


we 3 
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FORIN ALL THE WORLD, THIS IS THE MAGAZINE OF GREATEST INTEREST TO BUSINESSMEN 


*Recent survey furnished on request, 
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THE THRILL 
THAT CHILLS! 
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| WATERS 


Men ona ef De Soro Shy-View Taxicabs 
_ 32rd te 34th St. on Queens Bovleverd STillwell 63300 
LONG ISLAND CITY 


Tyne in “Hit the Jockpot” @ 907M Tvesdey, WCBS 
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STOP ACCIDENTS—“Even though we are 
the motor repair people who often get 
the job of rebuilding the complete wreck, 
we hate to see accidents happen,” this 
James F. Waters newspaper ad states. 
The company has increased its service 
sales 50% since the beginning of this 
campaign. 


Polaroid Names Booth V.P. 


J. Harold Booth, formerly vice- 
president in charge of sales of 
Bell & Howell Co., has been named 
executive vice-president and gen- 
eral manager of Polaroid Corp., 
Cambridge, Mass. He will super- 
vise the marketing of Polaroid’s 
new camera. 


Appoints Wexton Company 


Federal Reserve Bank of New 
York has retained Wexton Co., 
New York, graphic artist, to re- 
design the bank’s magazine, “The 
Federalist.” 


Miss Vincent to Macy's 

Katherine Vincent, former fash- 
ion editor of the New York Herald 
Tribune, has joined the advertis- 
ing staff of Macy’s, New York. 


Nobody flubs dandelions so we put the 


Dandelion in 
3 Brilliant 
Colors 


What golfer, 
be he pro or dub 
That ever dandelion 
did flub! 


Everybody looks like Hogan 
swinging at a dandelion. 
Practical and laughable — the gift that 


will be shown on Christmas morning 
and all day long. 


The gift with an added kick! 


You pay same price, anywhere, for the U. S. 
u 


True Blue — with Silicone ‘‘Magic’’ Center. 
Electronic Winding and Caldwell-Geer cover. 
To this famous ball we add a beautiful dande- 
lion (Never-Miss variety) — no extra cost to 
you — and besides we pay the postage. 
Beautiful Gift Wrapping 
Y, Doz. $5.70 — 1 Doz. $11.40 


Postpaid to you — or direct to your friends 
with your card encl . Send check or money 
order. Sorry, no C.O.D.'s. Sold only by — 


HOY. NICHOLSON 3875-4 H. Tentonis Ave., Milwaukee 6, Wis. 


Write us to be included on future golf gadget 
and gimmick mailings, 


$100,000 Waters 
Safety Campaign 
Boosts Sales 


De Soto-Plymouth 
Dealer's Cab Sales 


Reach $1 5,000,000 


Lone Istanp Crry—“Why is it 
when there are three lanes of fast- 
moving traffic some wise guy has 
to try a sudden left turn from the 
center alley. If everybody is wide 
awake and their brakes are good, 
he may have a slight chance of 
skinning by but the odds are in 
favor of a crack-up.” 

This straight-forward type of 
copy, placed in New York news- 
papers by James F. Waters, Inc., to 
the tune of $100,000 a year, has in- 


dealer’s service operation 50% in 
the past 18 months. 

No illustrations, no pictures— 
just an attention-getting headline 
and four or five paragraphs of well 
written copy have brought in a 
minimum of six letters daily from 
readers lauding this combination 
safety and selling campaign. 


ws At present the Waters organi- 
zation is not trying to sell cars. 
It has a backlog of 3,500 orders in 
the Long Island City branch which 
will take about two years to fill, 
according to Herbert Charters, 
vice-president and general mana- 
ger of the eastern operation. The 
campaign is selling the Waters’ 
service for any make of car. ~ 

With the San Francisco dealer- 
ship and Detroit factory, where 
Sky-View cabs are manufactured, 
Waters is a $30,000,000-a-year op- 
eration. 

James F. Waters, founder of the 
company, has been dead since 1941, 
but his dynamic sales ability and 


creased the De Soto-Plymouth| belief in advertising still vibrate 


throughout the entire organization. 

He started his career as a used 
car salesman in San Francisco, In 
1923 Waters was selling new 
Studebakers and two years later 
established his own new-car sales- 
rooms for Jewett and Paige. 

In 1927 he acquired a sub- 
dealership for Chryslers and when 
the De Soto was introduced in 1929 
Waters won the distributorship 
for De Soto and Plymouth in 
northern California on the basis 
of his Chrysler sales record. During 
the first year he sold 1,026 De- 
Sotos in San Francisco alone. 

In 1934 Jimmy Waters bought a 
building on the corner of Bush 
St. and Van Ness Ave. in San Fran- 
cisco and added a warehouse to 
take care of servicing new cars. 


a Two years later, Waters, who 
had been selling De Soto cabs in 
California, landed a $3,500,000 con- 
tract for 2,500 De Soto cabs in 
New York. He then built the De 
Soto cab plant in Detroit and be- 
gan manufacturing Sunshine taxis, 
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now known as the Sky View ca» 

These were the first ca))s 
equipped with the sliding ro 
panel, an idea Waters picked 1p 
while traveling in Europe. Tod: y 
65% of New York cabs are Sk: - 
View. 

The Waters plant in Detroit ;s 
now turning out 5,000 of thee 
cabs each year. Between 19:6 
and 1941 the Waters operation 1 
Long Island City and San Fran- 
cisco sold $10,000,000 worth 
cabs and $20,000,000 worth 
automobiles. 


ws The latest automatic gadgets in 
the new 1949 automobiles were, 
for the most part, produced by 
James Waters prior to 1941. Such 
innovations as automatic sliding 
glass top controlled by a button 
in the back of the cab; press-but- 
ton control for opening and clos- 
ing windows; adjustable center 
arm rest; limousine-type glass 
partition, controlled by a button, 
self-dumping ash trays and Pull- 
man-type seats for more comfort, 
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Sales of 8 products were measured for one week with plain display cards like this. 


Drag Sales Jumped 68% When 


reports A. J. NreBAUER, Manager of Rennebohm Drug Company, Inc. 


12 Rennebohm Drug Stores in Madison, Wisconsin, decided to find out 
for themselves how good the Good Housekeeping Guaranty Seal really is. 
So they got together and agreed on a test.* 


8 nationally advertised products were selected: Ipana Tooth Paste, Jergens 
Lotion, Listerine Antiseptic, Lustre-Creme Shampoo, Mennen Baby Oil, 
Modess, Tek Tooth Brush, Woodbury Beauty Cream. 


Sales of these products were measured during week-long periods 


_ (a) with plain display cards 
(b) with the Good Housekeeping Seal added to the cards 


Result: cumulative sales of all 8 products jumped 68% when this Seal was 


added to the display card. 


POSITIVE PROOF THAT THE GOOD HOUSEKEEPING SEAL SELLS GOODS 


Tests in department stores and food stores show the same kind of results 


Women know—vwe give this Seal to no one. The product that has it, earns it. 
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were, at one time or another, found 
in the Sky-View cab. 

On May 11, 1941, 46-year-old 
James Waters drowned in his 
swimming pool on his California 
estate. His brother, Robert A. 
Waters, now heads the company 
with Herb Charters in charge of 
the Long Island branch. 

Mr. Charters, along with the 
Waters advertising agency, Bruce 
Angus, New York, has been writ- 
ing the Waters ads for the past 
year and a half. These appear 
regularly in the New York News, 
New York Times and The New 
Yorker. The New York Herald 
Tribune and Journal-American 
are used occasionally. 


a “Clucks That Clutter the High- 
way,” is the heading on one of 
Waters’ current ads. The following 
excerpts from this ad help to ex- 
plain why the company’s service 
sales have increased 50% since the 
campaign was launched: 

“On sunny weekends, when mil- 


lions of New Yorkers head for 
beaches and mountains and thou- 
sands of visiting firemen pour into 
the city . . . some of the finest 
highways in the world handle the 
traffic with a minimum of con- 
gestion. Everyone zips along 
smoothly until some dumb cluck 
has a flat or motor trouble and 
tries to make his repairs right 
smack in the middle of the road.” 

Explaining that most highways 
have space on both sides where 
troubled cars could be parked, 
the ad goes on, “More often than 
not, one or two perfectly innocent 
drivers get a smashed-in trunk or 
radiator grille as a result of the 
whole mess.” 


a Then the modest commercial is 
cleverly woven into the story: 
“Speaking of messes, we’ve rebuilt 
a lot of them recently. We’re just 
a few minutes on the other side 
of the 59th St. Bridge, in Queens, 
and we’ll show you what real re- 
pair service is.” 


Sloane-Blabon Names Two 


Frank A. Pease Jr. and Richard 
D. Meek have been named district 
managers of Sloane-Blabon Corp., 
New York, producer of smooth sur- 
face floor coverings. Mr. Pease, 
formerly an assistant in the con- 
tract sales department, will make 
his headquarters in Charlotte, N. C. 
Mr. Meek, who recently rejoined 
Sloane-Blabon, will make his 
headquarters in Indianapolis. 


Wines Leaves ANPA Post 

Walter E. Wines, who has been 
manager of the American News- 
paper Publishers’ Association’s 
mechanical department since its 
inception in 1926, is retiring. He 
will be succeeded by his assistant, 
Vernon R. Spitaleri, as acting 
manager. 


Renuzit Names McCann 


Renuzit Home Products Co., 
Philadelphia, maker of Renuzit 
and Super Renuzit home dry 
cleaner, spot and stain remover 
and self-polishing wax, has ap- 
pointed McCann-Erickson, New 
York, to handle its advertising, ef- 
fective Nov. 15. 


Hudson Will Use 
2,500 Newspapers 
in Year-End Drive 


Detrrorr— Hudson Motor Car 
Co. will use 2,500 newspapers 
every week to carry the weight of 
an aggressive new fall advertising 
campaign on “The Modern Design 
for °49,” according to M. M. 
Roberts, advertising and merchan- 
dising manager for Hudson. 

Mr. Roberts said that four mag- 
azines, Collier’s, Newsweek, The 
Saturday Evening Post and Time, 
will be used during November, De- 
cember and January. Full-page, 
four-color ads will stress the new 
Hudson theme. 

Special full-page, four-color ad- 
vertisements, featuring Hudson’s 
recently introduced convertible 
brougham will run in The New 
Yorker in December and in Esquire 
in January. 

To amplify further the com- 
pany’s message, outdoor posters 
will be used nationally during 
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No other magazine can offer its advertisers such a powerful selling 
advantage to make their advertisements pay off at the point of sale. 


od Housekeeping 
> 


Seal. 


It is an important plus 


More than 25 million women are influenced in their 
buying habits by the Good Housekeeping Guaranty . 


It is more widely known than any other product 
endorsement. (We can show you the proof!) 


Women know that GOOD HOUSEKEEPING has 


for your own good name. 


Facts about the Seal of special interest to advertisers 


satisfied itself that products which bear the Seal are 
good products; they know that GOOD HOUSEKEEP- 
ING maintains kitchens and laboratories for that 
purpose. 

That is why they read the ads in GOOD HOUSE- 
KEEPING with greater confidence than the ads in 
any other national magazine. (Even surveys by com- 
petitors prove it’s true!) 


*The entire test was conducted by Fact Finders, Inc., an independent research organization. All results are certified 
by them as correct. Copies of complete findings are available on request from GOOD HOUSEKEEPING. 
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The Homemakers’ Bureau of Standards - 959 8th Avenue, New York 19, N. Y. 


November and January. 

Complete coverage of the United 
States with selective radio an- 
nouncements will be used to carry 
the new theme in November. 


® All of Hudson’s new advertising 
will be tied up at point of sale by 
2,500 Hudson dealers working on 
the second phase of Hudson’s long- 
range selling program. The first 
phase was successful — 10,000,000 
visited dealers’ showrooms the 
first week the new Hudson was 
displayed. 

He said the second phase calls 
for getting selected prospects to 
drive and ride in the new Hudson 
so that they can experience Hud- 
son’s principle of “step down” 
design. 

Details of the new advertising 
campaign, and the dealers’ part in 
it, are being told to dealers in a 
series of 24 meetings throughout 
the nation this month. Hudson’s 
fall merchandising program is 
being covered through presenta- 
tion of sales, advertising, mer- 
chandising, service, parts, acces- 
sory, business management and 
used-car programs. 


Promotes Miss Bartlett 


Blanchard Bartlett, former man- 
ager of the Goodall showroom in 
New York, has been appointed 
publicity manager of Goodall Fab- 
rics, New York. 
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at your fingertips . . . 
200 sheets of color! 
COLOR-AID 
Background Pa rs 


Color-Aid papers are available in 
7 ated colors—25 basic hu 
of each and 6 gr. This 


tak il, i 1, tem, is culapeael, 
cs il, i pastel, pera; ° 
washable, wrinkleproof. 


Size: 18 x 24” 25c per sheet 


e 
Order this 
@ COLOR-AID 


@ COLOR-AID Studio Assortment 
color) and Color-Aid Swatch 
@ Book in handsome portfolio. 
Complete 
An adbesive coated frisket 
paper prepared for i iate 
no rubber cement. . . no 
waiting. 


200 full size 18x24” Color- 
$50.00 
use. Juste strip off protective 
Desk Roll: 24” x 5 yds........$ 3.00 


Aid sheets (one of each 

E-Z FRISKET 

backing sheet. No mess . 
Jumbo Roll: 24” x 20 yds..... 10.00 


200 « 
ues, 4 tints and 3 shades 


ac) 


Marave Brown « sro. ine. 
67 West 44th St., New York 18, N.Y. 
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SPECTACULARS 


Giants of electrical advertising outdoors—these eye- Bold letters instantly identify your product... individual 
compelling beacons of good will have a dominance designs command instant attention. 

difficult to measure by ordinary comparisons . . . for the 
message of your spectacular is inescapable. Day and 
night it is a landmark in the city—fitting testimonial to 
the pre-eminence of quality products. 


Federal Enterprises, Inc.,world’s largest spectacular builder, 
manufactures, installs, and maintains illuminated displays 
for individual locations in all sizes, from giant spectacu- 
lars to small window signs. With years of experience on 
Federal spectaculars are designed for easy reading... thousands of locations, our engineers and designers handle 
attain round-the-clock high visibility through cleanness each display as an individual problem, and installation 
of individual design . . . skillfully applied lighting as well as maintenance is provided by 
combines attractiveness and effectiveness. Federal’s skilled and experienced mechanics. 


Federal spectaculars convey deep and 
lasting impressions to the passing mil- For our illustrated and descriptive brochure, 
lions by means of short direct messages. we invite you to write today: 


FORMERLY FEDERAL ELECTRIC CO., INC. 


8700 SOUTH STATE STREET « e CHICAGO 19, ILLINOIS 
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AA Reviews Progress in Outdoor Advertising 


Advertising Age : 


OAI Helps toTriple 
National Sales Volume 


Industry's Single 
Sales Firm Lists 
635 Accounts Now 


New YorK—Outdoor Advertis- 
ing Incorporated, depression-born 
in 1931, can cite an impressive 
sales performance over the inter- 
vening years as proof that it can 
be counted on to keep the industry 
up among the top media for na- 
tional advertisers. 

Back in those depression days, 
national volume in outdoor had 
dropped to the distressingly low 
figure of $22,000,000. To meet the 
situation, the industry formed 
Outdoor Advertising Incorporated 
as a new national sales organiza- 
tion. This gave the industry a 
single, centralized sales instru- 
ment—something it had never pos- 
sessed in the past. Its mission was 
to rebuild and expand national 
advertising volume in outdoor; in 
other words, to sell and keep on 
selling. 

Since the formation of OAI in 
31, national outdoor advertising 
volume has rebounded from that 
low point of $22,000,000 to today’s 
$77,000,000. The number of na- 
tional advertisers has increased 
more than threefold. 


s OAI’s formation also was the 
culmination of developments which 
had been taking place within the 
industry for many years. The 
first of these was the steady move- 
ment toward standardization of 
structure and practices; the second 
was the search for an efficient 
way to sell the medium nation- 
ally. 

Through the years, members 
of the outdoor industry, through 
their national association, have 
set up a system of standards de- 
signed to facilitate the sale and de- 
livery of outdoor advertising on a 
national scale. These include: 


es 1. Standard advertising struc- 
tures. : 

2. Standard business practices. 

3. Standard 30-day posting per- 
iod. 

4. Standards for evaluating cir- 
culation and coverage. 

5. Standards governing poster 
locations. 

6. Standards governing good 
taste in copy and illustration. 

Simultaneous with this move- 
ment toward standardization, the 
industry was searching for an 
efficient way to sell the medium. 
Up until the early ’30s, it had been 
sold nationally by a number of 
sales organizations known as soli- 
citors, who, operating before the 
evolution of the modern adver- 
tising agency, sold the medium 
directly to the advertiser. 


e Gradually the agencies took 
over the roles of research, coun- 
seling, planning and creation of 
advertising campaigns, functions 
formerly performed by the com- 


pany advertising departments. 
From the media sales standpoint, 
this development resulted in the 
creation of an “advertising agency 
front,” which served and repre- 
sented the advertiser in the 
creation of campaigns and the 
selection of media. 

In order to serve this new, 
greatly consolidated media mar- 

(Continued on Page 36) 


THE NATIONAL NEWSPAPER OF MARKETING 


How Outdoor 


Ad Association 
Helps the Field 


57-Year-Old Group 
Maintains Complete 
Service for Industry 


Cutcaco—The Outdoor Advertis- 
ing Association of America, a trade 


association representing over 90% 
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‘Outdoor Primer’ Gives 
Basics of the Industry 


of the outdoor advertising industry, 
has a history dating back 57 years 
to Aug. 27, 1872, when 11 men rep- 
resenting outdoor facilities in seven 
cities gathered in St. Louis and 
organized the “International Bill- 
posters Association of North Amer- 
ica.” The president was John D. 
Walker of Detroit. 
(Continued on Page 34) 


Now smile... 


like you owned a 


“ 


| always stop 


~~ 


WON 1947 COMPETITION—Here are the three grand prize 
winners in the 1947 outdoor advertising art competition, con- 
ducted under the auspices of the Art Directors Club of Chicago. 
At top is the first prize winner, done for H. J. Heinz Co., through 
Maxon, Inc. Howard Scott was the artist; Art Limbrock the ort 
director; and Gugler Lithograph Co., the lithographer. The second 


atthe RITZ ae 


prize went to Nash Motors and Geyer, Newell & Ganger. Howard 
Scott also did this one; Arthur A. Surin was art director, and 
lithography again was by Gugler. Third prize went to National 
Biscuit Co. and McCann-Erickson. Ralph Von Linden was the 
artist; Herbert Noxon and Edward Graham were art directors; 
lithography wos done by Edwards & Deutsch Lithograph Co. 


How Medium Operates, 
What It Sells, Is Set 
Out for Advertisers 


Cuicaco—Generally recognized 
as one of the “Big Four” advertis- 
ing media, along with newspapers, 
magazines and radio, outdoor ad- 
vertising is well known to ad- 
vertisers and agencies that are 
important users of the medium, 


unknown to large segments of the 
advertising business, including 
many advertisers and agencies 
which use it substantially. 
ADVERTISING AGE therefore pre- 
sents here a sort of “advertiser’s 
primer” on outdoor, designed to 
give the basic facts on what the 
medium is, how it operates, what 
it has to sell, what its “prod- 
ucts” cost, etc. The number of 
possible “buys” in outdoor is far 


the uses to which the medium may 
be put, and the techniques which 
may be used, likewise range over 
a wider area than is ordinarily 
considered. 


Types of Outdoor . 
Advertising 

There are three basic types of 
outdoor advertising: 

1. Poster panels, including 24- 
sheet, 3-sheet and 6-sheet posters. 

2. Painted displays, including 
both painted bulletins and painted 
walls. 

3. Electric spectaculars, includ- 
ing highspots, which are a com- 
bination of spectaculars and 
painted displays. 


® The organized outdoor adver- 
tising operator, such as that repre- 
sented by the members of the Out- 
door Advertising Association of 
America, does not paint signs on 
rocks, fences, trees or barricades 
nor does it erect or lease “snipe” 
advertising, nor handle the type 
of multiple highway display which 
has come to be known as the 
“Burma-Shave” sign. There is an 
organization known as the Road- 
side Business Association, with 
headquarters in Minneapolis, 
which represents highway sign 
companies whose work is concen- 


Outdoor 


On this and the following 
30 pages ADVERTISING AGE 
presents a current picture of 
the outdoor advertising in- 
dustry —a picture of its or- 
ganization, structure and 
operation which is not too 
well known to advertisers 
and agencies, even those who 
may be heavy users of the 
medium. The section will be 
found especially useful for 
reference purposes. 
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tratéd along highways, in contrast 
to OAAA members, whose plants 
are normally concentrated in ur- 
ban areas. 

Some outdoor plant operators 
also maintain sign manufacturing 
and installation businesses, pro- 
ducing and installing individual 
store signs. However, store iden- 
tification signs are generally sold 
outright to the purchaser and not 
leased, unless, of course, they are 
in the nature of a spectacular. 


Nature of the Industry 

In most major markets there are 
one or more recognized outdoor 
advertising plant operators who 
are likely to be members of the 
Outdoor Advertising Association 
of America and who subscribe to 
the association’s principles as to 
location of structures, nature of 
copy and the like, and who are 
also represented by Outdoor Ad- 
vertising Incorporated, the indus- 
try’s big national promotion or- 
ganization. 


Currently, outdoor advertising 


is estimated to account for annual 
billings of something over $100,- 
000,000, with about 70% of this 
volume representing “national” 
copy and 30% “local.” 


Poster Panels 

The most popular and fre- 
quently-used form of national out- 
door advertising is the poster 
panel, which is available in three 
standard sizes—the 24-sheet, the 
6-sheet and the 3-sheet. 

The 24-sheet panel, which is the 
type of structure in most general 
use, derives its name from lithog- 
raphers’ measurements. Originally, 
it represented 24 multiples of sheets 
28” high by 40” long, which when 
collated was four sheets high and 
six sheets wide. Actually, the size 
and arrangement of sheets which 
ultimately make up a 24-sheet 
now varies, depending on the 
physical production problems, but 
usually the completed poster will 
consist of 12 to 18 individual 
sheets, which the poster hanger 
fits together as he pastes them on 


the panel. 


® The standard poster panel, still 
in most widespread use today, is 
12’ high by 25’ wide, constructed 
of wood or steel, with the posting 
surface itself composed of gal- 
vanized metal sections which are 
fitted together so as to provide a 
uniformly smooth surface for the 
poster. The new streamlined-type 
panel designed by Raymond Loewy 
Associates for the Outdoor Ad- 
vertising Association of America 
at a cost of $50,000 three years 
ago, is rapidly being installed by 
many companies, and is used al- 
most solely in new erection and 
for replacement purposes. It 
measures 12’x24%’ and is con- 
structed of steel and finished in 
porcelain or baked enamel. It in- 
cludes a 19” moulding made up of 
9%” of pearl gray, with a 1%” 
projected gold stripe and an 8” 
formed white mat. 


® The 3-sheet is posted vertically 
—three sheets high and one sheet 


Advertising Age, November 8, 194} 


BACKBONE OF THE BUSINESS—The standard 24-sheet poster illustrated here is the 

backbone of the outdoor advertising industry. The poster panel itself is 12x25 feet, 

usually with 3 additional feet of lattice work below it. The framework, of wood or 

steel, is painted green, with the posting surface of galvanized metal sections. Blank- 

ing paper provides a border between the poster itself and the outside frame. On 

locations with heavy night traffic, these panels may be illuminated with overhead 
lights. 


P 


Rion 


Here are a few of the thousands 
of designs reproduced in full 
color by us. 


Posters of 1, 2,3 and 24 sheets, 
window displays, car cards, cal- 
endars, folders, booklets, in fact, 
every type of lithographic work 
imaginable, all made under one 
roof — and it is a rather large 
roof, 


Phone, wire or write our home 
office or any branch listed below. 
Experienced men with years of 
lithographic know-how will re- 
spond instantly. 


Continental 


LITHOGRAPH CORPORATION 
CLEVELAND, OHIO P 
NEW YORK © CHICAGO @ DETROIT © SEATTLE © PITTSBURGH © GAN FRANCISCO © LOS ANGELES 
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wide. Its dimensions are 6’10” 
high and 3’5” wide. The 3-sheet is 
essentially a point-of-purchase re- 
minder medium in neighborhood 
shopping districts and urban cen- 
ters. It is frequently located on 
sidewalls of retail stores, and is 
popular in areas too crowded for 
larger posters. 

A 6-sheet poster, measuring 
4’5”x10’3”, roughly the same pro- 
portions as the 24-sheet poster, is 
being used by several plant oper- 
ators for locations where the larger 
panel cannot be installed. 

The purpose of a poster, whether 
it is intended to sell a product or 
promote a cause, is, like all ad- 
vertising, first to arrest attention 
and second, to make a favorable 
impression. In the creation of a 


poster, therefore, effective layout 
is almost as important as the sell- 
ing idea, if layout is considered 
as the composition or placement 
of all the elements which go into 
a poster. 


® Simplicity, a virtue in any ad- 
vertisement, is almost essential in 
a poster, as is a minimum of text 
and primary dependency upon 
“picture stories.” 

Colors generally should be 
bright, but excessive variations 
in tone, too much delicacy in pat- 
tern, and the use of tints should 
be avoided wherever possible. 

Clearness is of first importance. 
As a consequence, silhouettes, 
whose meaning is more easily and 

(Continued on Page 41) 


Just as JOHNNY called for PHILIP MORRIS so Philip 
Morris called for MAXWELL when they decided to use 


two spectacular electric signs on Hamid’s Million Dollar 
Pier on the Boardwalk at Atlantic City. 


Shortly after the completion of the displays, little Johnny 
visited Atlantic City to inspect this giant-sized portrait of 
his smiling self. A staff photographer caught Johnny in 
his happy pose in front of the sign, the process of which 
backed by hundreds of Boardwalk interested strollers who 
were greeted with Little Johnny’s familiar “Call for Philip 


Morrr—ace—”’. 


The photos above show the display facing down the 
Boardwalk (Insert shows the spectacular by night.) The 
flashing action is so timed that they flash “Call for Philip 
Morris” in the same rhythm as Johnny’s well known call. 


This Maxwell display has been going night and day for 
nearly seven years and is still running. 


Ask MAXWELL for other dominant locations which can 
be developed for YOUR product. 


TheR.MarwellCo. Atlantic lity NS) 
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EXTENDS GREETINGS AND BEST WISHES 10 THE 


QUIDOOR ADVERTISING ASSOCIATION & 
UF AMERICA 


C Maxwell Co. 


AT THEIR S3rd NATIONAL CONVENTION 


HOTEL PEABODY, NOV. 15-16-17-18-19-20 


MEMPHIS, TENN. 
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» How Outdoor 
_ Ad Association 
|) Helps the Field 


(Continued from Page 31) 
At this association’s second meet- 
ing in Cincinnati early in 1873, 
there were 23 operators present 
' with facilities in 22 cities, and by 
the time 1877 had come around, 
the association, meeting in Pitts- 
© burgh, had grown to the point 
where it was decided to organize 
_ state associations. The first to be 
organized was in Ohio, that same 
year. In 1878 state associations 
"* were set up in Michigan, New 
> York, Wisconsin, Illinois and Indi- 
This first attempt at a national 
organization ended in 1885 when 
the membership numbered 75, but 
the state associations developed 
* under its leadership continued to 
function with a membership of 
282 in 14 states. 


ws At a meeting in Chicago in 1891, 
F @ new association, Associated Bill 

Posters Association of the U. S. and 
* Canada, came into being, with 15 

operating companies, plus the ex- 

isting state associations, compris- 

, ing the membership. In 1897 the 

» association name was changed to 

Associated Bill Posters of the U. S. 

'* and Canada, and in 1906, following 

‘a merger with the International 

Distributors Association, it assumed 

the sonorous title of Associated 

* Bill Posters and Distributors of the 
U. S. and Canada. 

In 1912, when distributing had 
largely been discontinued as a 
part of the national service, the 
mame was changed to Poster Ad- 

) 4 gvertising Association, Inc., and in 
51925, when the association merged 
with the Painted Outdoor Adver- 
tising Association, its present name, 
|* Outdoor Advertising Association of 
America, Inc., was adopted. 


- 


@ Originally, the spaces used for 
posting and painting were what is 
known as “daubs,” signifying un- 
treated walls, barns, sheds, barri- 

_ ‘rades, fences and the like. Through 
the efforts of the association, stand- 
ards were developed for structures 
to be used on property leased or 
covered by written or verbal per- 
mits or consent. 

In successive stages from 1900, 
these structures, fence-like in cen- 
struction, consisted of plain board, 
ship-lap and tongue-and-grooved 
lumber, followed by steel facings 
nailed to the lumber facings. Then 
zame the steel-faced sections and 
supporting frame and back struc- 

ture, adopted in 1910, which was 
tollowed by the AA paneled struc- 
ture with green moulding adopted 
in 1915. In 1925 the present stand- 

, ard green moulding panel was 
adopted, and in 1946 the associa- 
ion adopted the Loewy-designed 
.zrey trim panel, featuring canti- 
ever construction, and an enamel 
inish, as a standard. 

Following 1910, painted bulletins, 
while using the same type of back 
structure as for posting, began to 
slevelop more ornamental trim and 

"nechanical and electrical effects. 
{In 1925, standardization was se- 
cured to a major degree, and this 
1as continued with gradual evolu- 
‘-ion to the several dimensions of 
jtreamliner types of bulletins which 
ire used today. 


e 


s The standardization of the in- 
‘lustry, and the improvement of 
yhysical facilities, stems largely 
| “rom the policy declaration of the 
» ‘ussociation, which reads: 
' “Members of this association will 
;*rect and maintain advertising 
‘tructures only: (a) upon property 
eased or owned by the member; 
.b) in accordance with associa- 
ion standards of construction and 


maintenance; (c) consistent with 
established principles of safety, as 
defined by traffic and engineering 
authorities; (d) in such a manner 
as to recognize and respect the 
public interest in natural scenic 
beauty, parks, parkways and their 
immediate approaches, and his- 
torical monuments, shrines and 
places; (e) so as to respect the 
rights and interests of owners and 
occupants of property in fact res- 
idential. 

“Members of this association will 


display copy only in conformity 
with association standards, and 
will display no copy which: (a) in- 
duces a violation of federal or state 
laws; (b) is offensive to the moral 
standards of the community; (c) 
is false, misleading or deceptive.” 


gs In the 50th anniversary issue of 
“Outdoor Advertising Association 
News,” the official publication of 
the association, the functions and 
operations of OAAA were defined 
at considerable length. 


Each member (more than 90% 
of plant owners in the U. S. are 
members) is represented in his 
state by an elected group of officers 
and directors and by a national di- 
rector who is a member of the 
board of the Outdoor Advertising 
Association of America. The state 
associations, in turn, are organized 
into regions for consideration of 
policies which involve primarily 
only one section of the country, 
and the regional councils are rep- 
resented upon the national ad- 
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visory council. 


= OAAA activities fall under the 
supervision of three departments: 

1. General administrative de- 
partment, which includes: 

a. Executive division, which has 
charge of the association organi- 
zation, personnel, business, finan- 
ces, policies and procedures; coor- 
dination of national departments, 
regional councils and subordinate 
associations in connection with the 
programs and activities authorized 
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by the board, etc. 

b. Legal Division, which is re- 
sponsible for legal advice to na- 
tional officers, board of directors, 
national advisory council, etc., and 
for interpretation and adminis- 
tration of the constitution and the 
by-laws. 

c. Business Development Divi- 
sion, which handles matters con- 
cerned with the relationship be- 
tween sources of business and 
members regarding recommenda- 
tions of sources of business, period 


of cancellation clauses, censorship 
of copy, complaints from adver- 
tisers under the provisions of 
agreements of recommendation, 
and the statistical service. 


a d. Field Division, which gives 
assistance to members, state as- 
sociations, regional councils and 
national departments in making 
practical application of established 
standards of plant and operating 
practice and interpreting national 
policies, procedures and activities 


programs. Conducts operational 
demonstrations and clinics, state 
highway surveys to determine 
plant and roadside conditions, in- 
vestigates service and public re- 
lations corm.plaints and endeavors 
to make corrections where needed. 
Makes comprehensive surveys of 
plant facilities and service where 
there is apparent failure to comply 
with the minimum requirements of 
membership and assists members 
in establishing a sound setup for 
proper service and profitable oper- 


ation. 
e. The Membership Division 


handles membership procedure 
and maintains related records and 
files. 

f. The Office Service Division 
takes care of all office service, in- 
cluding purchasing and_ stores, 
telephone, steno and typist ser- 
vices, mail, office machine pro- 
duction, receiving and shipping, 
library and files, and messenger 
service. 


g. The Accounting division 


OF ALL POSTER 


LOCATIONS 


ARE NEW 


... ERECTED OR RE-LOCATED 
¥ WITHIN THE LAST 33 MONTHS 


TRAFFIC INDEX 


CITY OF DETROIT 


CITY-WIDE VEHICULAR 


TRAFFIC ENGINEERING BUREAU 


AS OF AUGUST 1948 


1941 AVERAGE EQUALS 100 


all-time high in circulation “7 


WALKER & C 


88 CUSTER 
DETROIT 2, 


AVENUE 
MICHIGAN 


handles all accounting services in- 
cluding the furnishing to the ex- 
ecutive division of budget and 
financial statements. 


@ 2. The Public Policy depart- 
ment includes: 

a. The Executive division, 
which is responsible for the ad- 
ministration of the governing poli- 
cies as they relate to public rela- 
tions and legislative matters. 

b. The Policy division handles 
the public relations program, in- 
cluding contact with interested 
national organizations and govern- 
ment departments and agencies, 
educational promotion and pub- 
licity, public welfare campaigns, 
including traffic safety promotion, 
Advertising Council campaigns in 
which the outdoor advertising in- 
dustry participates, and other simi- 
lar programs. 


ac. The Legislative division has 
the responsibility of handling legis- 
lative, zoning and building code 
ordinances in cooperation with 
state associations and members. 
d. The Promotion division pub- 
lishes “Association News” and 
handles other publication § re- 
quirements of the association con- 
tact with the press, radio and other 
channels of public information, etc. 


ws 3. The Development and Re- 
search department includes: 
a. The Executive division, re- 


sponsible for administration of 


the governing policies as they re- 
late to plant development and the 
service rules and regulations. 

b. The Development division 
handles plant development and 
service improvement programs, in- 
cluding bulletins to members re- 
garding research findings, pro- 


motion of operational demonstra- « 


tion clinics in cooperation with 
state associations, and regional 
councils, promotion of state high- 
way surveys in cooperation with 
state associations, market coverage 
surveys for members in connection 
with allotment determination, ser- 
vice complaints, contact with litho- 
graphic industry regarding poster 
standards, and contact with Traffic 
Audit Bureau on matters affecting 
operation of plants and delivery 
of service. 


mc. The Research division han- 
dles investigations and research 
programs relating to plant opera- 
tion, including specifications for 
fabrication, erection, or installa- 
tion of standard poster panels and 
painted display bulletins, as well 
as Traffic Audit Bureau methods 
affecting operation of plant and 
delivery of service. 

Fountainhead of all of these ac- 
tivities and responsibilities is the 
new association headquarters 
building at 24 W. Erie St., Chicago. 
The association members have 
taken great pride in the four-story 
structure which was opened March 
1, after extensive remodeling. 

Association officers are: 

Chairman of the board, Frank 
Dunigan, The Brinkman Corp., 
Fort Wayne, Ind.; president, Henry 
R. Johnston, Hen. Johnston, Inc., 
Reading, Pa.; vice-president, Myles 
Standish, Standish-Barnes Co., 
Providence, R. I.; executive vice- 
president, H. E. Fisk, Chicago; 
treasurer, J. B. Stewart, Dixon & 
Stewart, Clinton, Ia. 


U. S. Rubber Promotes Mack 

H. R. Mack, eastern division 
manager, has been named mer- 
chandising manager of U. S. tires 
division of United States Rubber 
Co., with headquarters in New 
York. He joined the company in 
1937 as a tire salesman in Buffalo. 


Gets Men’‘s Clothing Account 

Ambassador Clothes, Inc., man- 
ufacturer of men’s clothing, has 
named E. T. Howard Co., New 
York, to direct its advertising. Na- 
tional magazines, newspapers, 
trade publications and dealer helps 
will be used. 


* 
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TRIPLED VOLUME-—Since the first full year of operations by Outdoor Advertising 
Incorporated, the volume of national advertising in the medium has more than tripled. 
The ‘48 figure is set at $77,000,000. 


OAI Helps to 
Triple National 
Outdoor Volume 


(Continued from Page 31) 
ket, it was realized, first, that 
complete agency recognition was 
necessary, and second, that a 
new kind of sales instrument was 
essential. 

By this time the effects of the 


» depression of '29 had begun to be 


ine 


felt. The average national volume 
between 1925 and 1929 was $41,- 
000,000. By 1931, volume had fallen 
to $22,000,000. 


es During that year members of the 
industry met in Atlantic City to 
consider “the problem of develop- 
ing a greater volume of national 
‘ outdoor advertising, together with 
, the necessary ways and means to 


accomplish this objective.” 


After exhaustive study of the 
industry’s selling needs, a com- 
prehensive plan was developed and 


setting up of a national sales or- 
ganization designed to serve both 
advertiser and agency. The organi- 


| 
! 
} 
| | approved. This plan called for the 
J 
t 
! 


zation would be owned by the in- 
dustry through stock purchases, 


/4 and its operation would be con- 


, fined to sales and promotion. No 
. business would be sublet by the 


| new company, this function being 
", performed by the National Out- 


door Advertising Bureau or by in- 
dividual agencies. To finance the 
new organization, a 5% fee on all 
national advertising displayed by 


'; members was proposed. 


. @ Upon the acceptance by a large 


- majority of the members of the 
-. industry, 
_, ation, Outdoor Advertising Inc., 


the new  organiz- 


under the leadership of Kerwin H. 


> Fulton, set about vigorously “de- 


veloping a greater volume of na- 


» , tional outdoor advertising.” 


+; Asa first step, an experienced, 


aggressive sales force was formed. 
From the main office in New 
York, branch of- 
fices were grad- 
ually established 
at strategic sales 
posts throughout 
the country: At- 
lanta, Boston, 
Chicago, Cleve- 
land, Denver, De- 
troit, Houston, 
Los Angeles, Phil- 
adelphia, San 
Francisco, St. 
Louis and Se- 
attle. : 

The task confronting the new 
organization was not easy. Depres- 
sion inertia was a serious chal- 
lenge. Earnest, “toe to toe” selling 
was the order of the day and in- 
cidentally, has remained so ever 
since. OAI salesmen set about 
to acquaint agencies and adver- 
tisers with the scope of the new 
organization and the assistance it 
offered them. This assistance in- 
cludes market statistics, campaign 
plans, estimates, and copy and art 
service. OAI also prepares mar- 
ket studies showing the application 
of outdoor advertising to specific 
markets, and its “Poster Annual” 
contains the best postérs of the 
year. 


Kerwin Fulton 


es Through presentations and 
newly compiled data, OAI sales- 
men demonstrated the medium’s 
mass appeal, its package identi- 
fication value, its repetitive value, 
its flexibility, and facility with 
which a national outdoor cam- 
paign could be produced. 
National oytdoor volume re- 
sponded promptly to this new 
sales leadership. Agencies and 
advertisers, apprised of the facts, 


obtained a new appreciation of|j 


outdoor’s selling power. Existing 
volume expanded _ substantially, 
and new national advertisers were 
brought into the medium. Since 
1932, the first full year of OAT 
operation, national sales volume 
has more than trebled. 

Typical of OAI’s development 


433 


1943 


NATIONAL OUTDOOR ADVERTISERS 


625 


1945 


OAI CLIENTS GAIN—How the number of national advertisers in outdoor has increased 
since 1943 is demonstrated in this chart. OAl sets the present total at 635. 


eg ee 


of new categories is a fourfold 
growth of national food adver- 
tising between 1932 and _ 1947. 
Long-time users of the’ medium 
have expanded their appropria- 
tions. The soft drink industry, 
for example, shows a 60% in- 
crease in 1947 over 1943. 


as The automobile, gasoline and 
oil, and tires and accessories 
groups, direct beneficiaries of the 
American tendency to spend more 
and more time outdoors, are 
now among the heaviest users 
of outdoor. From 1943 to 1947, 
automobile volume has gone up 
104 times, tires and accessories 
7.7 times, and gasoline and oil, 
4.5 times. 

OAI salesmanship has given 
special attention to the building 
of winter business. Volume for the 
winter months (December, Janu- 
ary, February) from 1935-36 to 
1947-48 has increased more than 
three times. Many advertisers who 
had been using the medium on a 
six.or nine-month basis switched 
to 12 months when they were 
shown that the variation in traffic 
flow between warm weather and 
winter months is negligible. Again, 
many advertisers whose sales are 
heaviest during cold weather have 
selected outdoor advertising for the 
winter months. 

Promotion-wise, OAI has issued 
a barrage of booklets over the 


ep thet 
Schoolgirl 
Complexion 


Keep at = 
Scho@iiirt 
Complexion 


STILL REMEMBERED—These famous outdoor advertisements of Palmolive soap, featur- 
ing the schoolgirl complexion theme, ran a quarter of a century or so ago, and are 
still remembered fondly by many advertisers. 


years, detailing the success stories; posters they have used. Each 
of major advertisers with con-| carries a foreword by OAI’s 
tinuing campaigns in outdoor and| first and continuing chief, Mr. 
generously illustrated with the} Fulton. 


\ 
\ 


THE BEST OF 1946—Coca-Cola Co. and D’Arcy Advertising Co. 
won first award in the outdoor advertising art competition for the 
best art of 1946. H. H. Sundblom was the artist, Paul Smith the 
art director, and Forbes Lithograph Mfg. Co. the lithographer. 
Second award went tc Ford Motor Co. and J. Walter Thompson 


— AVERAGE LIFE 
NOW ALMOST 9 YEARS 


THE 


Co. New Center Studios did the artwork, W. J. Strasser, art 
director, and U. S. Printing & Lithographing Co., the lithographer. 
Third award went to Standard Oil Co. (Indiana) and McCann- 
Erickson; Morgan Kane, artist, Sidney Wells and William Scott 
art directors, and Gugler Lithograph Co., lithographer. 


NEW 
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| always stop 


= The Beer that made 
sek _. Milwaukee Famous 


THE ORIGINAL PAINTING | [a—\a ONLY THE LITHOGRAPHED 
IS NOT SEEN BY THE refreshed — REPRODUCTION 
| AS: IS SEEN 


PUBLIC 


ae 
» i Bs 
fi 
rate ee _ +4 


Yes ... TOPS" in accuracy of reproduction, as 
leading advertisers and agencies from coast to 
coast have discovered after entrusting their ex- 
pensive paintings to us for producing their 24- 
sheets. Unless the beauty of the painting is re- 
tained by the lithographer, much of the value of 
the original art and the space on the boards is 
lost. So, after all, “‘It's the reproduction that 
counts”. Let us produce your next poster and 
add you to our long list of satisfied customers. 
You'll like our dependable service. 


DWARDS & DEUTSCH 
=_ LITHOGRAPHING CO... 


Chi. = iiiiaidiliiittaciet i Saale 


Centrally Located for Economical Distribution 


NEW YORK LOS ANGELES ATLANTA SAN FRANCISCO SEATTLE 
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Storm Agency Changes 
to Storm & Klein, Inc. 

The’ name of the Charles M. 
Storm Co., New York advertising 
agency has been changed to Storm 
& Klein, Inc., effective Nov. 1. Ed- 
ward Klein, executive vice-presi- 
dent of Charles M. Storm Co. for 
the past ten years, continues in this 
capacity under the new corpora- 
tion. 

Allston E. Storm remains presi- 
dent and Charles M. Storm con- 
tinues as chairman of the execu- 
tive committee. Charles and Alls- 
ton Storm and Mr. Klein joined 


the original Jules P. Storm Adver- 
tising Agency 30 years ago. The 
agency was founded by the father 
— and Allston Storm in 
1 p 


Names Simon & Smith Agency 


Carter Rice & Co. of Oregon, 
Portland, wholesale paper dis- 
tributor, has appointed Simon & 
Smith, Portland, to handle its ad- 
vertising. Direct mail will be used 
in Oregon, Washington and Idaho. 
This is the first time the paper 
company’s advertising has been 
handled by an agency. 


Traffic Audit 
to Resume Field 


Studies Soon 


New York—The Traffic Audit 
Bureau is in the position of a steak 
which has just been hauled out of 
the deep freeze—it’ll be ready to 
cook when it’s completely thawed 


out. 

Traffic audit work, the only cir- 
culation certification available to 
the outdoor field, was almost com- 
pletely suspended during the war, 
except for wartime studies of 
trends in automobile traffic which 
were issued semi-annually. 

In September, TAB announced 
that plans for resuming auditing 
of circulation of outdoor advertis- 
ing and for further research: on 
coverage and_ repetition—along 
the lines sketched in the Fort 
Wayne study—had been approved 


supervision. 


volume. 


> REASONS WHY 
ADVERTISING AGENCIES 


are using NOAB to service their 
Outdoor Advertising Campaigns 


NOAB performs cooperatively for agencies the functions that to 
perform separately would require extra personnel, office space and 


NOAB makes available a complete outdoor service department every 
day of the year, regardless of fluctuations of an agency’s outdoor 


NOAB provides a field service for inspection and checking on a scale 
impractical to an agency working alone. 


NOAB accumulates and maintains for the convenience of agencies 
approximately 50,000 items of media statistics on all outdoor adver- 


tising services in the United States and Canada. 


Through NOAB’s facilities, agencies render maximum 
performance to their clients in servicing outdoor ad- 


NOAB’s service frees general and departmental managers to concen- 
trate on the planning and creative functions in outdoor advertising. 


vertising campaigns. 


NOAB was founded in 1919 by advertising agencies. 


NATIONAL OUTDOOR ADVERTISING BUREAU, Inc. 


New York * Chicago * Detroit * San Francisco * Los Angeles 


Advertising Age, November 8, 1948 


by TAB’s board of directors. These 
plans are based on auditing mar- 
kets of over 50,000 population first, 
and extending the service later to 
smaller markets. 


s TAB was depression-born, and 
dates from 1933. Earlier research 
into traffic auditing problems had 
been conducted by representatives 
of the Association of National Ad- 
vertisers, the American Associa- 
tion of Advertising Agencies and 
the Outdoor Advertising Associa- 
tion of America, with the three as- 
sociations sponsoring studies on 
traffic and trade by the Bureau 
for Street Traffic Research of Har- 
vard University. 

Its director in 1933 was Dr. Mil- 
ler McClintock. The period, 1933- 
40, was marked by considerable 
improvement in outdoor facilities. 
Although participation in TAB was 
on a voluntary basis, it was neces- 
sary for the operator to prepare 
exhaustive and detailed informa- 
tion required for auditing, and 
often he had to improve his plants 
so that the final measurements 
would be of high standard. TAB 
expanded rapidly, and at the end 
of 1939 had as voluntary members 
about 7,000 plants with more than 
150,000 panels of the approxi- 
mately 270,000 panels then in oper- 
ation. 


s In 1940, the OAAA and the Pos- 
ter Advertising Association of Can- 
ada voted to make their member- 
ships 100% subject to audit which, 
with the non-members being aud- 
ited, would have given advertisers 
almost universal circulation data. 
Later, however, the associations 
rescinded the mandatory auditing 
rule, and in the future all TAB 
auditing will be voluntary. 

TAB is governed by a board of 
30 directors, elected as follows: six 
from associations, normally the 
chief executive officer of the as- 
sociation (OAAA, ANA, Four A’s, 
PAAC, Association of Canadian 
Advertisers, and Association of 
Canadian Advertising Agencies), 
eight from plant operators (six 
named by OAAA, two elected from 
outside OAAA by the board), eight 
from advertisers (seven from 
ANA, one from outside), eight 
from advertising agencies (seven 
from Four A’s members, one from 
outside) . 


a The president of Traffic Audit 
Bureau is Vergil D. Reed, associ- 
ate director of research, J. Walter 
Thompson Co.; Robert M. Gray, 
Esso Standard Oil Co., is vice- 
president; Kerwin Fulton, Out- 
door Advertising Inc. (the selling 
arm of the OAAA) is secretary- 
treasurer. 

The current managing director 
of TAB is Victor H. Pelz, who 
joined the bureau in June, 1945, 
after having been manager of 
sales research for General Foods 
Sales Co. Between his taking office 
and Dr. McClintock’s leaving in 
1942, the job was held by Alcuin 
W. Lehman (who now directs the 
Advertising Research Foundation) 
and John Paver (who now directs 
the National Outdoor Advertising 
Bureau). 

TAB’s future operations are gen- 
erally understood to have been 
thoroughly blueprinted, and their 
activation may well follow the 
convention of the Outdoor Adver- 
tising Association in November. 


Genoa Paper Resumes 

Il Corriere Mercantile, Genoa. 
Italy, has resumed publication af- 
ter a wartime suspension and has 
appointed Italian Publishers Rep- 
resentatives, New York, as its ex- 
clusive North American represen- 
tative. 


Topflight Names Dent 

Roy M. Dent, former New Jer- 
sey sales manager of Topflight 
Tape Co., York, Pa., has been ap- 
pointed sales manager of the New 
York-northern New Jersey district 
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SHORT COPY sells soup 


“Two little numbers — 5 and 7 —are the strongest arguments we know 
for short copy. Put them together and you have “57” —a symbol of 
quality to millions. Much of the credit for establishing the “57” Varieties 
goes to Outdoor Advertising — a medium which the H. J. Heinz Company 


has used for nearly half a century.” 


FRANKLIN BELL 
Director of Advertising 


H. J. HEINZ COMPANY 


This advertisement—one of a series now being 
placed in advertising publications—is paid for 
by a group of outdoor advertising companies in- 
terested in promoting a better understanding and 
greater appreciation of the medium everywhere. 


STANDARD OUTDOOR ADVERTISING INC. * 444 MADISON AVE. * NEW YORK 22, N. Y. 
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Foundation at 
Notre Dame Aids 


Outdoor Studies 


Soutn BENpD, INv.—Since 1941, 
Notre Dame University has had an 
Outdoor Advertising Foundation, 
established by the Outdoor Ad- 
vertising Association of America as 
a library of the outdoor business, 
and as a source of instruction in 
the college of commerce to train 
annually a selected group of 15 to 
20 Notre Dame students for careers 
in outdoor advertising. 

In July, 1947, the foundation 
and OAAA conducted a two-week 
school of outdoor advertising for 
members of the association and 
their employes which covered the 
fundamentals of all phases of the 
medium, with 76 students from 26 
states and Canada in attendance. 


SUPER-SPECTACULAR—Broadway’s latest Douglas Leigh creation, the Bond Stores 
spectacular between 44th and 45th Sts., features a 132’ waterfall flanked by two 


|on Consumer Relations in Adver- | 


tising, the Advertising Council, the | 
association officers and staff, plant 
operators, suppliers of outdoor ad- | 
vertising construction and service | 
materials and professors from 
Notre Dame. The summer schools 
will undoubtedly be continued as 
an annual event. 

Last June the foundation com- 
pleted, after two years of study 
and research, an “Accounting 
Manual for Outdoor Advertising 
Plant Operation” which combines 
the best practices of outdoor ad- 
vertising plant accounting as a 
guide, particularly to the opera- 
tors of plants in average size and 
small cities and towns. 


gs Also, OAAA has requested Notre 
Dame to open to the industry its 
facilities in scientific and engi- 
neering resarch in the following 
technical areas: (1) Foundations 


five-story figures. Built at a cost of about $300,000, it was turned on last June. | and anchorage; (2) structural de- 
| sign and fabrication; (3) paint 
A second school was held last July,| advertisers, advertising agencies, bulletin frontice design; (4) il- 
with 77 instructors representing }OAI, NOAB, AFA, the Committee lumination; (5) base and land- 


WHAT MAKES A 24-SHEET POSTER DO ITS STUFF? 


S A POSTER a selling force or is it simply an 
on-the-spot reminder? 4 This question has bothered the 
modern advertiser more than it bothered the ancients. 
Those sturdy souls never had any other purpose than to 
sell. On the other hand, as production was purely local 


— competition was narrowed. Today we use posters for the same pur- 


pose—but with newspapers, magazines and radio cooperating, the 24-sheet 


poster on a 30-day showing retains all its primary vigor in pinning 


advertising down to its specific locale. 4 And posters combine continuous 


reminder value with continuous sales appeal. Posters are a vital selling 


force. We almost started to say you can’t miss the impact of a good poster 


... and that brings us to the fact that color, design, size and beauty are 
four tremendous forces to harness to any campaign. McCandlish interest lies 
ina thorough appreciation of these forces and a proven ability to extract 


the most out of them by faithful reproduction of the artist’s drawings. 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS ¢& ADVERTISING DISPLAYS 


ROBERTS AVENUE & STOKLEY STREET - PHILADELPHIA 


Advertising Age, November 8, 1948 


NEW FOR CHASE—Red fluorescent tubing 
outlines the 22’-long box of Foil Fresh 
candies; the Chase, outlined in green 
neon tubing, flashes on and off, and the 
slogan and arrow at the left, in white 
neon, remain constant in this new spec- 
tacular, erected for Chase Candy Co., 


St. Louis. 
Scape treatment; (6) adhesives; 
(7) posting methods; (8) paint 


and its application; (9) materials; 
(10) equipment; (11) maintenance 
methods; (12) Traffic Audit Bu- 
reau methods and procedures in 
relation to plant development, 
coverage, repetition and penetra- 
tion. 


ws The Notre Dame Outdoor Ad- 
vertising Foundation is the third, 
historically, of academic ventures 
sponsored by the outdoor adver- 
tising industry. The first was the 
Barney Link Research Fellowship 
study at the University of Wis- 
consin, from 1924 to 1930; the 
second, from 1931 to 1934, was 
under the auspices of the Erskine 
Bureau for Street and Highway 
Traffic, at Harvard University. 

Dean James E. McCarthy of the 
college of commerce at Notre 
Dame is director of the foun- 
dation, which is administered by 
a committee composed of Burr 
L. Robbins, executive vice-presi- 
dent, General Outdoor Advertising 
Co., Chicago, chairman; George 
V. Brandt, Walker & Co., Grand 
Rapids, Mich.; Harry Crawford, 
Crawford Advertising Agency, Mo- 
bile, Ala.; Edward C. Donnelly Jr., 
John Donnelly & Sons, Boston; K. 
H. Fulton, president, Outdoor Ad- 
vertising Incorporated, and David 
M. Souder, Outdoor Advertising 
Association of America, Chicago, 
secretary of the committee. 

Industry spokesmen say that 
through the work here a reason- 
ably integrated pattern of per- 
sonnel training, college training 
and recruitment and scientific re- 
search can realistically assist the 
industry to continue both as a 
good public servant and progres- 
sive medium. 


AFA Names Justice Murphy 
Essay Contest Judge 


Justice Charles E. Murphy of 
the New York supreme court, 
heads the list of judges in the Na- 
tional High School Essay contest 
on advertising sponsored by the 
Advertising Federation of Amer- 
ica, New York. 

Other judges are Ross M. Cun- 
ningham, associate professor of 
marketing, Massachusetts Institute 
of Technology, Cambridge; Dor- 
othy Dignam, of the public rela- 
tions department of N. W. Ayer & 
Son, New York; Donald M. Hobart, 
director of research, Curtis Pub- 
lishing Co., Philadelphia, and 
Charles E. Lord, managing editor, 
Yale Daily News, New Haven, 
Conn. 


Taylor-Borroff Moves 


The Dallas office of Taylor-Bor- 
roff & Co., radio representative, 
has been moved to 315 Construc- 
tion building. Alex Keese and 
Clyde Melville are in charge. The 
offices also are the headquarters 
for the Lone Star Chain. 
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‘Outdoor Primer’ Gives 
Basics of the Industry 


(Continued from Page 32) 
quickly grasped, should be em- 
ployed wherever possible, in pref- 
erence to front or full-face views. 

Lettering should be _ simple, 
easily readable and fairly bold for 
telegraphic impact. Block letter- 
ing has greater flow and is easier 
to read, most poster experts feel. 


How Poster Advertising 
Is Sold 


Poster advertising is sold in 
market units. The plant operator 
arranges groupings of properly 
located panels called “showings.” 
These are available in varying in- 
tensities of coverage, designated as 
No. 150, No. 100, No. 50 and No. 25, 
having a ratio in number of posters 
of 3:2:1:%. Each showing of any 
particular intensity is equal in 
size, coverage and advertising 
value to every other showing of 
the same intensity in a given city. 
Of course, soft drink or grocery 
advertisers may request that their 
messages be spotted on structures 
within a zone nearest the point of 
purchase of the product, and inso- 
far as possible, this is done. Simi- 
larly, gasoline and automotive ac- 
cessory advertisers may request 
and obtain roadside locations. In 
general, however, the individual 
plant is laid out so that all adver- 
tisers buying a specific showing 
receive equal exposure value. 

Posters are changed every 
month, in most markets on the first 
or fifteenth of the month, although 
in some large cities there may be 
four or five regular posting dates, 
so as to spread the flow of work. 
Generally, in cities with over 
50,000 population, a certain per- 
centage of the posters in each 
market coverage allotment is 
illuminated, the illuminated poster 
panels in every case being located 
on streets which have heavy night- 
time traffic. 


= Twenty-four-sheet poster panels 
are sold only on a market coverage 
basis. In laying out poster show- 
ings in a given market area, scien- 
tific methods are used to find the 
coverage requirements. With “cov- 
erage” defined by the Traffic Audit 
Bureau as the number of people 
effectively exposed to a particular 
showing, counts are made of cir- 
culation (or the total number of 
impression opportunities provided 
in a particular location) and cov- 
erage on the main thoroughfares. 
Location of shopping. centers, 
theaters, churches and recreation 
centers are also mapped. 

From these factors the preferred 
routes of travel in a community 
are divided into posting zones. 
Each zone is then allotted one 
panel for a No. 50 showing, two 
panels for a No. 100 showing, and 
three panels for a No. 150 showing. 

The norm for a posting zone is 
three miles of important street 
length. The number of zones in a 
city or area determines the num- 
ber of panels in a showing, and 
insures the right coverage in dif- 
ferent sections of the city and on 
the principal routes of travel. The 
intensity of coverage known as 
“representative” (a No. 100 show- 
ing) is that most frequently used 
by advertisers. 


= Since each showing of a given 
intensity in a given town is as 
nearly equal in size, coverage and 
advertising value to every other 
similar showing as is humanly 
possible, the quality of the poster 
is of prime importance. Compara- 
tive attention value, strength and 
impressiveness come from _ the 
poster, which makes the competi- 
tion not one of location, size or 


dominance, but rather one of gen- 
eral advertising appeal. . 


Processing of Posters 
There are three major processes 
for manufacturing posters: Lithog- 
raphy, silk screen, and a special 
photographic process, combining 
photography of the illustration 
with silk screen reproduction for 
copy. 

In lithography and silk screen, 
the price per poster—as in any 
other reproduction process—varies 
widely, depending upon the copy, 
and particularly the number of 
colors, as well as the length of the 
run. In general, silk screen may 
be said to be somewhat less ex- 
pensive for short runs, while 
lithography costs less as the size 


of the run increases. 


® Lithographed posters are pro- 
duced on rotary presses, either off- 
set or direct, depending upon the 
nature of the design. Much prog- 
ress is being made in producing 
pictorial sections of posters by 
halftone with enlarging cameras. 
This is particularly desirable in 
reproducing color photography 
subjects. 

There are perhaps 25 lithog- 
raphers in the United States 
equipped to manufacture 24-sheet 
posters commercially. The adver- 
tiser or his agency who desires to 
use outdoor contracts with these 
lithographers direct for the poster 
production; the outdoor plant oper- 
ator’s responsibility begins when 
the printed posting paper is sup- 
plied to him. 


Representativeness 


of the Showing 


As has been pointed out, poster 
panel showings are sold on a local 


NEW POSTER PANEL—This location in Huntington, W. Va., illustrates the new poster 

panel which was adopted as standard by the Outdoor Advertising Association of 

America in 1946. It was designed by Raymond Loewy Associates to complement the 

older standard panel. It is of steel finished in porcelain or baked enamel, and in 

addition to its front look is notable because it is supported entirely by three vertical 
supports, eliminating backbracing entirely. 


coverage basis by cities, towns or 
trading areas. 

In small cities, there is a poster 
panel to every 250 to 750 of the 
population. The ratio steadily 
decreases with an increase in the 


city size. For example, in cities 
over 1,000,000, where there are 
large concentrations of population, 
there is one poster to about every 
18,000 people. In Fort Wayne, Ind., 
where the Traffic Audit Bureau 


POSTER 
SHOWINGS 


PAINTED 
BULLETINS 


WALLS 
nd 


d 
SPECTACULARS 


1 Greater Circulation. To be sure to get cov- 


erage of the high volume points of traffic 


(bottlenecks) in this market. 


2 


tion. 


DGE 
OUTDOOR ADVER 


Greater See-ability. The modern styling of 


the aluminum base attracts more eyes. 


Service consistently good. 


Equitable Sharing in new coverage and 


position refinement. 


7 


TISING CORPORATION 


86 Frelinghuysen Ave., Newark, New Jersey 
Bigelow 3-0210 


Selective market coverage to fit distribu- 
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The Outdoor ‘Primer’ ...... 


(Continued from preceding page) | lation) requires 16 illuminated and 
made a detailed study of traffic 30 non-illuminated posters, cost- 
}ing $1,213.80. 

factors in 1946, poster panel dis- | 


flow, origination points and other 


tribution was found to be as 


follows: 


CE SS EEE 333 

In central business district........ 66 

Outside central business 
Re ..267 
Peery TOCMEl ..............-....0...... 20 
Secondary retail _.................. 13 
a A 24 
a casen cei a 
Heavy industrial .................... 33 
EEE TP Eee oe 29 
Unoccupied or farming.......... 65 
Mixed or not classified............ 53 


In Chicago, with 3,600,000 pop- 
ulation, 80 illuminated and 80 non- 
illuminated posters constitute a 
No. 100 showing. 

For Brooklyn (population 2,- 
815,000) the figures are 50 illumi- 
nated and 70 non-illuminated 
panels. For the Minneapolis mar- 
ket (568,000 population) a No. 100 
showing consists of 20 illuminated 
and 30 non-illuminated posters. 
The Atlanta market (450,000 popu- 


® Corresponding figures for other 
typical markets, with the figures 
illuminated and 
non-illuminated posters appear- 


for population, 


ing in that order, are: 


Hartford market, 300,000; 10; 16. 
| Kansas City, Kan., 147,000; 6; 18. 
Warren, O., 65,000; 4; 6. Greeley, 
Colo., 18,500; 1; 3. Enfield, N. C., 
2,208;—; 1. Langdon, N. Y., 30;—; 


1. 


Advertising Rates 


Like rates for other advertising 
poster advertising rates 


media, 
vary from market to market, de- 
pending upon circulation, and tend 
to be lowest per thousand in large 


urban centers. Examples of rates 
for varying size cities, 
with the number of panels in- 
volved, etc., are as follows, with 
all of the rates and other data cov- 
ering a “representative” or No. 100 
showing: 


In Chicago, with 3,600,000 pop- 


ulation, 80 illuminated and 80 non- 


together 


THE REAR VIEW—An interesting rear view of the new cantilever construction being 

used for poster boards, showing how back bracing is eliminated, permitting con- 

struction on spots which might not take the older type of construction. This construc- 

tion, which will accommodate either new or old panels, also permits more efficient 
landscaping and eliminates unsightly framework. 


Nia, 


POSTING THE PAPER—Posting is done on the spot, with skilled workmen placing the 
printed or lithographed sections in position, according to a diagram supplied to them 
by the plant operator. Wrinkles must be smoothed out and all portions of the paper 
made to adhere tightly to the panel. At top, the long-handled brush is being used, 
with the workman working from the ground. At bottom, use of the short-handled 
brush is demonstrated, with the workman hanging from a scaffold. The lotter 
method is increasing In fovor, becouse it makes for better pesting. 


illuminated posters constitute a 
No. 100 showing, with a space cost 
of $5,200 per month. 

For Brooklyn, (population 2,- 
815,000) the figures are 50 illumi- 
nated and 70 non-illuminated 
panels, costing $3,939.60 per 
month. For the Minneapolis mar- 
ket (568,000 population) a No. 100 
showing consists of 20 illuminated 
and 30 non-illuminated posters, 
and costs $1,450. The Atlanta 
market (450,000 population) re- 
quires 16 illuminated and 30 non- 
illuminated posters, costing $1,- 
213.80. 


s Corresponding figures for other 
typical markets, with the figures 
for population, illuminated and 
non-illuminated posters and cost 
appearing in that order, are: 
Hartford market, 300,000; 10; 16; 
$714. Kansas City, Kan., 147,000; 
6; 18; $601.80. Warren, O., 65,000; 
4; 6; $230. Greeley, Colo., 18,500; 
1; 3; $79.20. Enfield, N. C., 2,208; 
—; 1; $12.50. Langdon, N. Y., 30; 
—}; 1; $12.50. 
+All rates are quoted monthly 
and for local market areas. As in- 
dicated previously, they take no 
account of production costs. Recog- 
nizing seasonal use of posters, out- 
door plants do not grant discounts 
for continuity or frequency, nor is 
there any discount for volume— 
that is, use in several cities. 


s In general, rates for a “full” or 
No. 150 showing are about 50% 
higher than for the “representa- 
tive’? showings, and rates for a No. 
50 showing are about half the No. 
100 rates. 

In special instances, and when 
poster panels are available, most 
plant operators are able to handle 
showings of less than a month’s 
duration at a premium rate. Also, 
most plant operators permit an ad- 
vertiser to change the message on 
his boards during his monthly 
showing, if he cares to do so, the 
additional charge for reposting 
them usually being a flat amount 
per panel. 


Coverage 

In its Fort Wayne study, the 
Traffic Audit Bureau found that 
60.2% of all people go outdoors 
and pass panels regularly. Ac- 
cording to the same study, the 
average number of times. per 
month that every person is ex- 
posed to the average 100 showing 
is 19.3, and to a 50 showing, 9.7. 
This does not include the extent 
to which these showings were ex- 
posed to cars from outside the 
county, although an actual check 
on cars passing 18 Ford panels 
showed nearly every county in 
Indiana represented in this traffic. 
A total of 11.4% of all passenger 
cars registered in seven adjacent 
counties passed the Fort Wayne 
showing during the month. 


Local and National 
Accounts 

There is no local-national rate 
differential in the outdoor in- 
dustry. All rates are the same for 
all advertisers. 

The outdoor medium is pre- 
sented and promoted to national 
advertisers by Outdoor Advertising 
Incorporated, which also serves as 
a creative and research arm of the 
business. OAI works with adver- 
tisers and agencies to obtain max- 
imum results from their campaigns 
and provides promotion materials 
and dealer help tie-ins. Participat- 
ing plant owners pay OAI 5% on 
national business billed. 

To all intents and purposes, OAI 
is the “national sales and promo- 
tion arm” of the outdoor business, 
representing an overwhelming 
proportion of the business. 


® The contract for space and serv- 
ice is made by national advertisers 
and advertising agencies with 


plant owners, or, as is the case 
with more than 50% of all national 
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ERECTING THE PANEL—After a location has been leased, and development planned, 

the panel or panels are erected. Here, in a sampie demonstration at the Outdoor 

Foundation at Notre Dame University, workmen are shown fitting the metal sections 
together to provide the posting surface. 
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PAINTED WALL—Painted walls are spaces on the walls of buildings on which copy is 
directly painted. They are available in cities, suburbs and towns generally, and vary 
in size according to the space availability and visibility. This one is in New York. 


IT’S A SPECTACULAR—This Schlitz display in Columbus is a good example of the 

electric spectacular. Spectaculars are always special jobs, built to order for a par- 

ticular advertiser, and can be employed only on high-spot locations which dominate 
areas of heavy traffic concentration, particularly nighttime treffic, 
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business, by the agency with the 
National Outdoor Advertising Bu- 
reau. NOAB is purely a service 
organization, maintained by more 
than 500 member agencies as a 
contracting, statistical and field- 
checking organization, enabling 
agencies to place outdoor adver- 
tising in diverse markets by con- 
tacting one single source. NOAB, 
in turns, sublets contracts to plant 
operators in accordance with the 
instructions of the agency which 
is placing the business. 

Plant operators provide a 1624% 
discount or commission to all rec- 
ognized agencies. Where the busi- 
ness is handled through National 
Outdoor Advertising Bureau, that 
organization retains 324% to cover 
the cost of its service and delivers 
the remaining 13% to the member 
agency placing the business. 


s Cooperative advertising billings 
are also commissionable to the ex- 
tent of the national advertiser’s 
financial participation, a condition 
which makes outdoor advertising 
unusual in this regard. In some 
cases, of course, the national ad- 
vertiser merely provides the poster 
itself and the entire cost of space 
and service is borne by his local 
dealer. In these instances the ac- 
count is treated as local business. 
Not only is vertical cooperative 
advertising common in outdoor, 
but horizontal cooperative adver- 
tising is also becoming increas- 
ingly popular, since this practice 
permits users in various localities 
to have the benefit of costly art- 
work and _ production facilities 
without having to bear the entire 
expense. Associations such as the 
American Institute of Laundering, 
for example, provide year-round 
poster campaigns for sponsorship 
by their individual members 
locally. 

Plant operators do their own 
selling locally, and local business 
is commissionable when placed 
through an agency. There is still 
a considerable amount of local ad- 
vertising in which the plant oper- 
ator provides the creative work 
and makes arrangements for re- 
production of the poster, however. 


® National advertisers now pro- 
vide about 70% of the gross volume 
handled by major outdoor compa- 
nies; although the percentage will 
vary somewhat as between mar- 
kets. The business has always been 
largely a “national” business, but 
in recent years local advertisers 
have shown increasing interest in 
the medium, and intensive pro- 
motion and sales effort on local 
accounts during the war years 
have resulted in a considerable ex- 
pansion of local accounts in some 
cities. 


Trend of Rates 
Since before the war, most out- 
door advertising rates have in- 
creased only 20% or less, although 
the industry has made notable im- 
provements in coverage and in 
plant effectiveness, and despite an 
increasing and more active outdoor 
audience with greater spendable 
income than ever before. 
According to the Traffic Audit 
Bureau’s study of Fort Wayne, 
mentioned previously, total traffic 
or gross circulation in that market 
increased 37.6% from 1939 to 1946, 
while effective circulation of the 
outdoor plant increased 28.7% dur- 
ing the same period. 


ws The OAAA publishes rates, al- 
lotments, and other buying infor- 
mation for its members at least six 
months in advance, so that adver- 
tisers and agencies can accurately 
allocate expenditures in determin- 
ing their budgets, and of course 
the other companies take care of 
this themselves. 


Availability of Space 
During the past two years the 
demand for outdoor advertising 
Space has far exceeded plant ca- 
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pacities during all seasons of the 
year. Seasonal declines of a few 
years ago have practically dis- 
appeared. 

The industry has made some 
progress in increasing plant ca- 
pacities and this progress is con- 
tinuing, but there is still some 
doubt that all offered business can 
be accepted during 1949. In fact, 
some units of the business are 
already so well booked for next 
year that they are near the SRO 
point for standard facilities. 


Painted Displays 
There are two principal types of 
painted displays—painted bulletins 
and painted walls. There are many 
variations of the painted bulletin, 
including functional custom-made 
bulletins with a circular inset, 


STREAMLINER BULLETIN—This is typical of the largest and most popular of the 
standard painted display structures, furnished either individually or in groups and 
located at high spot traffic locations. The structure is 15’ high and from 55’ to 62'10” 
long. Individual treatments vary widely, including cut-out and three-dimensional effects. 


modernistic city and suburban Painted bulletins are sold by the 
bulletins and highway and rail-|individual unit on contracts for 
road bulletins, of many sizes, fac- | one year or more. Three-year non- 
ing traffic. cancellable contracts usually earn 
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a discount of 10%, while contracts 
containing cancellation clauses 
are likely to earn a 5% discount 
for continuous use the second year 
and 10% thereafter. 

The copy on painted bulletins is 
generally changed three times a 
year at city locations and twice a 
year on highways, to coincide with 
seasonal appeals, although this 
naturally depends on the adver- 
tiser’s over-all promotion strategy. 


= Most bulletins are located on 
roofs or walls of buildings or on 
the ground. The medium is largely 
used by local advertisers for public 
relations messages, but its specific 
strategic location coverage and 
dominant impression value have 
attracted such national advertisers 
(Continued on Page 46) 


tion—the cost of 10 penny postcards. 


value that pays off to you in hard-cash sales returns. 


Foster. Kleiser 
— COMPANY — 
Since 1901 


New York Office: 60 East 42nd St. 


May we show you specifically how it can work for you? 


General Offices: Eddy Street at Pierce—San Francisco 
Chicago Office: 400 No. Michigan Ave. 


Wotan Outdoor Advertising service throughout California, Oregon, Washington, Arizona 


89c per panel, per day-that's the average space cost over the entire Foster and 
Kleiser plant on the Pacific Coast and in Arizona. A cost that goes down to 50c 
a day in smaller cities. Or, for comparison, just 10c per 1,000 Effective Circula- 


Our way of telling you again what you know already . . . you can't get a better 
buy, in or out of the outdoor medium, than you get on Foster and Kleiser poster 
panels. Here, for nearly 50 years, unsurpassed outdoor advertising knowledge 
has built a constantly increasing value, city by city, town by town—an increasing 
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m Market Led 


YESTERDAY - Since most of us were still in 


knee pants, outdoor has been an important medium 
with many of America’s most successful advertisers. 
Because outdoor long ago conclusively proved itself 
to be the medium that always produces the greatest 
coverage per dollar invested! 


TODAY— you see many of the same 
famous names on General Outdoor 
panels as grandfather saw in his time. 
But today’s improved display units, art, 
copy and coverage patterns now make 
outdoor more effective than ever before 
—“the master key” that opens the door 
to market leadership for products and 
services of all types! 


SEE YOUR LOCAL CHEVROLET DEALER 
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TOMORROW still further improve- 


r ments in outdoor’s power will be felt. ' 
. For new treatments, new locations, new 

’ streamlined panels and new studies 

; of consumer reaction are all on the 

> way—to bring you, as an advertiser, 

c still greater returns for each dollar you 

1 


invest in this “best-read” of all adver- oe 
gee” ' General Outdoor Advertising Co. } 


tising media! at Pek, 


Outdoor OutSELLS— because it reaches more YOUR MAJOR MEDIUM IN 55 MAJOR MARKETS 
people, more often, more economically! 
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The Outdoor ‘Primer’ ...... 


(Continued from Page 43) 
as Coca-Cola, U. S. Rubber, Dodge, 
Chevrolet, Philadelphia: whisky, 
_ Plymouth and, in the past, Wrig- 

) ley’s gum and Camel cigarets. 
Variations in size, the ability to 
buy a single preferred position and 
selectivity in reaching a specific 
neighborhood with a specific mes- 
sage, such as foreign language 
. copy, combine to give the bulletin 


more flexibility than a showing of 
poster panels. For example, a de- 
partment store advertiser can use 
painted displays to build patronage 
for the “bargain basement” in the 
factory district, for men’s clothing 
in downtown areas, and for more 
expensive lines through bulletins 
on the main boulevards and traffic 
arteries leading to the residential 
districts. 


Bulletins are painted free-hand 
from a working design layout on 
the steel surface of a bulletin, with 
facing. For this reason, they are 
most satisfactory in areas where 
well-trained artists are available. 
In some cases, bulletins are painted 
on the site; in most instances, how- 
ever, they are painted in sections 
in the plant owner’s shop and sub- 
sequently put in position on the 
structure. 

There is no “standard price” for 
painted bulletins, the cost depend- 


1151 So. 4th ST. 


C. J. CRONAN, JR. 
President 


LOUISVILLE POSTER ADV. CO. 


INCORPORATED 


Vice Pres.-Manager 


LOUISVILLE, KY. 


W. H. HUGHES 


UNUSUAL SEMI-SPECTACULAR—This Pittsburgh beer display is a rather unusval 
example of the semi-spectacular, which is a bulletin upon which, in addition to 
painted copy, there has been superimposed electrical, mechanical or third-dimen- 
sional illumination or animated copy. This one utilizes all these devices, with extra 
illumination coming from a decorative floodlight shown in the foreground. 


ing on location, size, shape, vol- 
ume of work required, etc. In the 
New York market, just to give an 
example, the cost of painted bul- 


MORE VALWE! 
Thats why more people buy 


Lehigh Advertising Company . 


Allentown, Pennsylvania 


PoHEVROL un’ 


In line with our policy of giving quality service 
in quality markets in Northern New Jersey, 
Pennsylvania, Connecticut and Maine, the 
United Advertising Corporation and its affili- 
ated companies are developing and maintaining 
an increasing number of landscaped locations. 


For the best in Outdoor Advertising in these 
markets, consult ‘United’ and its affiliated 


companies. 


UNITED ADVERTISING CORPORATION 


Newark, New Jersey - New Haven, Connecticut - Bangor, Maine 


American Outdoor Advertising Service, Inc. 
Long Beach, New Jersey 


letins ranges from $150 a month 
on up. 


® Painted walls, as their name im- 
plies, are principally the side walls 
of buildings in downtown and 
neighborhood retail centers, where 
there are concentrations of people. 
The size and shape varies as re- 
quired by visibility and space 
limitations, although such displays 
are usually in the form of vertical 
rectangles. In the New York mar- 
ket walls range from $60 to $150 
per month on an annual or longer 


| contract basis. 


An interesting use of painted 
bulletins is that of Southern Pacific 
Co., which has used them continu- 
ously since 1934 along highways 
in its territory. It now has 88 bul- 
letins between Portland, Ore., and 
the Arizona-New Mexico state 
line, all located at points where 
motorists are likely to see them 
after having driven some distance, 
and all emphasizing the basic 
message, “Next Time Try the 
Train.” 

U. S. Royal tires uses painted 
bulletins as the backbone of its 
outdoor campaign, because of their 
huge size and vivid colors, and 
supplements them with 24-sheets 
on “Main Street” in the smaller 
towns on important traffic arteries. 


Spectaculars and Highspots 

Electric spectaculars and high- 
spots, which are a simple combina- 
tion of spectaculars and painted 
bulletins, are the cream of the 
outdoor crop, and by their very 
nature are limited, since they re- 
quire the greatest possible concen- 
tration of nighttime circulation. 
They are usually constructed on 
the roofs or walls of buildings, or 
on specially-built stee] towers. 

All spectaculars are special jobs, 
and costs vary greatly, depending 
upon size, animation, current use, 
maintenance expense, construction 
expense, rental, etc. The simpler 
ones are sold on a monthly rental 
basis on contracts which are 
usually of three years’ duration 
or more. Others also are fre- 
quently sold on a basis which 
amortizes initial cost and operation 
and rental cost over a three-year 
or longer period, although many 
are a matter of purchasing the 
device and paying rental for the 
location. In the New York market 
a simple spectacular will range in 
price from $1,500 a month up, and 
some of the more elaborate cost 
$500,000 or more. On the other 
hand, some Broadway spectaculars 
are exposed to the view of 1,750,000 
people per day—almost 639,000,000 
per year. A Squirt spectacular in 
Cleveland, to cite another exam- 
ple, has a circulation of more than 
4,000,000 people a month. 


@ Enormous advances in spec- 
taculars have been catalogued in 
recent years, and further advances 
in showmanship are sure to come. 
One extremely important innova- 
(Continued on Page 50) 
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Highway Advertising 


SELLS GOODS 


FO R_ many alert National, Regional, and Local Advertisers in every 


state and community. 


ATTRACTIVE strategically located Outdoor Displays, 


colorfully designed of baked enamel, painted and reflectorized copy, remind 


the traveling public—Day and Night—to buy their products and service. 


D | S p LAY S_+.: Highway Outdoor Advertising, that will sell 


goods for your company, are available in any state or community. 


C O N S U a as you may require, any one of the recognized 


Outdoor Advertising Service Companies, listed herein, and they will be pleased 
to council with your advertising and sales department, and prepare a proposal, 


designed to meet your company’s individual requirements. 


HIGHWAY SIGN ERECTING 
AND SERVICING COMPANIES 


ACME SIGN HANGER 
2124 Jefferson St. * Kansas City, Mo. 


AUSTIN ADVERTISING COMPANY 
Box 252 * Lincoln, Nebraska 


A. L. BATES & ASSOCIATES 


2982 Meadowbrook Blvd. + Cleve'nd Hgts. 18, O. 


BREDE, INCORPORATED 


1720 New Brighton Blvd. + Minneapolis 13, Minn. 


CONSOLITE CORPORATION 
1320 East State St. + Fremont, Ohio 


COOK SIGN COMPANY 

1418 Front Street + Fargo, No. Dak. 
DeANGELO SIGN COMPANY 
1039 Horace St. + Toledo 6, Ohio 


DOMINION SIGNS, INC. 
P.O. Box 405 * Roanoke 3, Va. 


JOHN DOW 

13435 Merl Ave. * Lakewood 7, Ohio 
EMPIRE ADVERTISING COMPANY 

7252 Mission St. * San Francisco, Calif. 
EMPIRE ADVERTISING COMPANY, INC. 
(LOS ANGELES DIVISION) 

5350 Atlantic Ave. * Long Beach 5, Calif. 


GAINES DISPLAYS 
P.O. Box 1508 «+ Asheville, N. C. 


C. A. GLEASON HIGHWAY ADVERTISING 
4218 Elledge Road + Kansas City, Kansas 
HORST SIGN COMPANY 

27 LaSalle Ave. + Sioux City 18, lowa 
HUDSONLITE DISPLAYS 

P.O. Box 624 * Fort Wayne, Indiana 
INDUSTRIAL OUTDOOR DISPLAYS 

3223 Magazine St. * New Orleans 6, Louisiana 
KAUFMAN OUTDOOR ADVERTISING CO. 
315 Washington Ave., No. * Minneapolis, Minn. 
LEE LARSON & COMPANY , 
Box 377 + Waukesha, Wisconsin 


McGINNIS NEON AND OUTDOOR ADVER- 
TISING 


Rice Lake, Wisconsin 

MEYERS OUTDOOR ADVERTISING, INC. 
720 Washington Ave., S. E. * Minneapolis 14, Minn. 
NAEGELE ADVERTISING CO., INC. 

951 E. Hennepin Ave. * Minneapolis 14, Minn. 


NAEGELE POSTER SERVICE, INC. 
951 East Hennepin Ave. + Minneapolis 14, Minn. 


THE NATIONAL ADVERTISING COMPANY 
Westminster, Maryland 

NATIONAL OUTDOOR DISPLAY CO., INC. 
1006 Plymouth Ave., N. + Minneapolis 11, Minn. 
NATIONAL SIGN COMPANY 

Ottawa, Kansas 

NORTH AMERICAN SERVICE COMPANY 
310 W. Polk St. + Chicago 7, Illinois 

OMAHA NEON SIGN COMPANY 

1120 North 18th St. * Omaha, Nebr. 
OUTDOOR DISPLAY COMPANY 

26 E. Market Street + Lewistown, Pa. 

RICH SIGNS, INC. 

1801-07 E. Second + Wichita, Kansas 

RUTH OUTDOOR ADVERTISING CO. 

R.F.D. No 1 + West Albany, N. Y. 

SIMON SIGN ERECTION COMPANY 

2710 North Market St. + St. Louis 6, Missouri 
TALLEY ADVERTISING COMPANY 

508 West Broad St. + Richmond, Va. 
WALDRON ADVERTISING COMPANY 
1053 Lincoln Ave. + San Jose 10, Calif. 
WESTERN GOOD ROADS SERVICE CO. 
1822 N. Street + Lincoln 8, Nebraska 


Branch Offices: 737 E. 6 St. * Okla. City, Okla. 
406 W. Grayson St. * San Antonio, Texas 


WESTERN OUTDOOR ADVERTISING 
8001 Cass Street * Omaha 6, Nebraska 
WOLVERINE SIGN WORKS 

923 Bradley Street + Owosso, Michigan 


OUTDOOR SERVICE GROUP 


Division of 


ROADSIDE BUSINESS ASSOCIATION 
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iS YOUR SALES GOAL 
IN NEW YORK 


vald’s top-community of Homes, no other 


\inewspaper covers more ground .. . reaches 
ies. . . scores more decisively . . . than 
lav York Journal-American. With virtually 
ruulation of the second evening paper, 


stikes Home... 700,000 times a day...in the 


xt ee eG 
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The Outdoor ‘Primer’ ...... 


(Continued from Page 46) 
tion, at least from the buyer’s 
standpoint, is the development of 
a new diagraphical technique 
which enables the buyer to view 
the proposed display in its proper 
dimensions, color and action be- 
fore it is built. 


Outdoor Advertisers 
Prominent among the histori- 
cally consistent users of outdoor 
advertising are leading oil and 
automotive companies, large elec- 
trical appliance manufacturers, 
utilities, banks, food and beverage 


Chevrolet has used outdoor ad- 
vertising consistently since 1925, 
during good times and bad, and 
emphasizes this use in comment- 
ing on its opinion of the medium. 


s Ford began outdoor advertising 
with the introduction of the V8, 
and use of the medium has been 
enlarged over the years. Jantzen 
Knitting Mills began using the 
poster medium extensively in 1921 
and has done so ever since, espe- 
cially for its swim suits, since out- 
door showings, it feels, present its 
products to the right kind of people 


Advertising Age, November 8, 1948 


ability, color, and fitness to product 
and advertiser should be kept in 
mind in the approach to poster 
design and copy. 

The basic design or composition 
of a poster should be the first con- 
sideration of the artist and ad- 
vertiser. Design supplies the mosi 
pleasing as well as the most 
effective arrangement of the var- 
ious elements which must be 
incorporated. 


s Currently, most outdoor experts 
agree that the best poster com- 
position is the unbalanced, unsym- 
metrical, informal type of layout. 
While the formal, balanced com- 
position may convey a sense of 
dignity and repose, the function of 


USED ON WALL SURFACES—The relatively new 6-sheet is illustrated here. Like the 

better-known 3-sheet, illustrated on another page, 6-sheets are primarily point- 

of-purchase media, and are almost invariably posted on walls of retail outlets. The 

6-sheet, adopted as standard by the OAAA in 1946, carries a poster 4'5” high by 
10’3” long, with the panel itself being 6'1” high and 12’ long. 


- producers as well as many of the under conditions which make 
** nation’s important retailers. them more than usually receptive 


Not only do the major soft drink | to the message. 
Other consistent national adver- 


a poster is to convey a sense of 
surprise and action. 

Outdoor Advertising Incorpo- 
rated does a great deal of work in 


- companies use outdoor, but the 


industry estimates that all fran- 
chise bottlers and more than 90% 
of the independent bottlers use the 
medium. In fact, soft drink busi- 
ness runs about 15% of the total 
national outdoor volume. 


tisers with a long history of out- 
door use include Coca-Cola, Heinz, 
Wrigley, Sunkist, Southern Pacific 
and General Electric. Currently, 
more than 600 national advertisers 
are using the medium. 


Importance of Art Work 


been mentioned. The technical 

The importance of simplicity,|considerations in the visualizing 
color and contrast, lettering and/|of a poster are many. The power 
treative arrangement has already |to attract attention, brevity, read- 


is the characteristic quality 


of our medium. 


Advertising in public 

imposes responsibilities. 

Our business is to assume 

and discharge those responsibilities 
so well that the outdoor medium 
fully yields its immense potential") as 


That, when you come to think of it, 


advertising in 


Fie ain eh es 


blic 


e-«- The Donnelly Way 


Donnelly Adv. 


And Affiliated Companies 


COVERING BOSTON 
AND NEW ENGLAND 
AND OTHER EAST COAST MARKETS 


C1948 


... since 1850 


JOHN DONNELLY & SONS, BOSTON 19, MASSACHUSETTS 


the field of outdoor copy ideas, as- 
sisting in the production of out- 
door copy that is sound from an 
art, sales and merchandising stand- 
point. For 17 years it has conducted 
an annual national competition 
and exhibit of outdoor advertising 
art, which is now operated under 
the auspices of the Art Directors 
Club of Chicago. 


Outdoor As a Public 
Service Medium 

The outdoor advertising indus- 
try is justifiably proud of its pub- 
lic service record. In World War I, 
outdoor advertising came of age 
and played an important role in 
the communication of essential in- 
formation and in stimulating war- 
time morale, providing space for 
Liberty Bond, enlistment and Red 
Cross messages, among others. 

In 1939 manpower in the Army 
was at a dangerously low level, 
and as a major promotion for the 
Army’s greatest peacetime recruit- 
ing drive, the outdoor industry 
contributed 15,000 24-sheet posters. 
The campaign began in the fall, 
and by year’s end the Army had 
already met its enlistment quota. 


#2 Almost before World War II 
began, the Outdoor Advertising 
Association of America organized 
a war activities committee, headed 
by Kerwin H. Fulton, president of 
Outdoor Advertising Incorporated, 
and Harry Crawford, chairman of 
the board of the association from 
1941 to 1946. The country was di- 
vided into nine regions, each 
headed by a director, charged with 
the responsibility of inducing 
plant operators to increase their 
showings of war effort posters. In- 
dividually and in cooperation with 
the War Advertising Council (now 
the Advertising Council), which 
the outdoor industry has supported 
from its beginnings, the industry 
has given major support to scores 
of war and public service cam- 
paigns, including the fight against 
inflation; conservation of food, 
household equipment, gasoline and 
tires; scrap and fat salvage; absen- 
teeism; “don’t travel”; nutrition; 
housing; fuel conservation; war 
bonds; the various recruitment 
campaigns for both military and 
civil posts; rationing boards; de- 
fense councils; etc., etc. 

In addition, most plant operators 
cooperate continuously with local 
and regional public service efforts, 
and are especially active in traffic 
safety campaigns, community chest 
drives, and the like. 


WAAM Appoints Three 


WAAM, Baltimore’s third tele- 
vision station, which is now on the 
air, has appointed Armand Grant 
commercial manager, Clark Rey- 
nolds sales promotion manager, 
and Herb Cahan operations man- 
ager. 


WSB-TV Signs with ABC 

WSB-TV, Atlanta, has signed 
an affiliation contract with ABC. 
The Atlanta Journal television sta- 
tion, Georgia’s first, already has an 
affiliate agreement with NBC. 
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Jutdoor Rating Firms 
‘o Add Survey Cities 


Major Services Differ 
Over Methods, But 
Expand Activities 


New York—Outdoor poster rat- 
i.g services differ strongly over 
tne methods used in their surveys, 
Lut they are expanding these stud- 
ies of the medium for advertisers 
and agencies as rapidly as possible. 

Leading “veterans” in the com- 
paratively new survey field are 
Marion Harper Associates, Inc., 
New York, and Poster Appraisal 
Service, Mamaroneck, N. Y. 

The Harper company has com- 
pleted more than 10,000 home in- 
terviews in Philadelphia as a basis 
for its Posteratings, of which six 
individual monthly reports have 
already been issued. Plans will be 
announced soon, says Marion Har- 
per, president, to extend the Post- 
eratings monthly reports into 
another geographic section of the 
country, making the service avail- 
able to an additional number of 
agencies and advertisers. 


s Poster Appraisal Service, headed 
by John E. Brennan, picked New 
Haven, Conn., for its initial work. 
It has completed 10 consecutive 
monthly surveys in that city and 
started the 11th Sept. 1. Explora- 
tory surveys have been conducted 
in Cincinnati and Miami. 

Regular monthly surveys are 
contemplated in those cities, as 
well as in several additional cities, 
to provide national representation. 
Starting with September posters, 
additional interviews are expected 
to provide a cross-check on copy 
scores, and a check on designs 
that do not appear in New Haven. 
PAS plans to make its second sur- 
vey in Cincinnati and its first one 
in California at about the same 
time. 

Harper’s individual monthly re- 
ports of 24-sheet poster observance 
are based on minimum samples of 
250 men and 250 women, and three 
samples are interviewed monthly. 
From the experience gained in 
these studies, Harper believes it is 
possible to answer conclusively 
two key questions asked by media 
men and creative agency people 
about poster observation measure- 
ment. These are: 

1. Can observation measure- 
ment be obtained which is suffi- 
ciently reliable to indicate within 
reasonable limitations the circula- 
tion attained by a specific poster? 

2. Are the results so clear that 
they can be used practically by 
creative people as a guide to the 
improvement of poster copy? 


# “There is no sound reason,” Mr. 
Harper maintains, “why equally 
reliable readership data cannot be 
p-ovided for the outdoor medium 
a: for other printed media if sound 
mpling procedures and research 
echniques are employed.” 
Measurement of observation and 
membrance, he insists, must not 
» encumbered by the attempt at 
e same time to measure product 
entification and mis-identifica- 
ym. These factors come to the 
irface only as a result of depth 
terviewing by trained psycholo- 
sts and, in his opinion, introduce 
ifficient variation to make the re- 
iting percentages unstable and 
reliable. 

“If the useful product of re- 
©-arch is a measurement of obser- 
\ation and remembrance,” Harper 
S.ys, “then stick to that one factor 
é1d introduce those controls nec- 
‘sary to produce the most reliable 
‘sult that is possible. These con- 
‘ols require that the poster be 
8..own to the respondent unmasked 
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aid in its entirety. And a cor- 


rective factor must be used which 
effectively eliminates from the 
sample entirely those respondents 
who are confused for any reason 
or are downright dishonest.” 

Posteratings recently released 
an analysis of the use of the cor- 
rective factor based on 4,165 inter- 
views. This revealed the elimi- 
nation of 9.43% of all men and 
women interviewed because of 
confusion. The analysis revealed 
a claimed observation by confused 
people ranging from 22 to 68% 
higher than the observation re- 
corded by the non-confused 
groups. The same confused groups 
claimed to have seen a substan- 
tially greater number of individ- 
ual posters than was indicated for 
non-confused people. 

Harper holds sampling proce- 
dures of equal importance with 


interviewing methodology. Each 
sample of the Philadelphia popu- 
lation is drawn from 18 U. S. Cen- 
sus tracts on a random basis. A 
full-time staff of interviewers, 
working under close supervision 
of a member of the staff, follow a 
fixed pattern within each census 
tract so that the selection of the 
homes upon which they call is 
entirely removed from the inter- 


viewer’s or supervisor’s judgment. 


s In addition to the report on the 
corrective factor, Posteratings will 
soon release a second analytical 
study dealing with poster obser- 
vation techniques. Five or six 
such studies are to be made during 
the next few months, to examine 
and compare various techniques 
and the reliability of the results 
they produce. The company makes 
these studies available to the ad- 
vertising and research professions 
without cost. 

Summary data are now being 
computed for the more than 200 
posters which appeared in Phila- 
delphia during the six months for 
which Posteratings have been is- 


sued. These data will indicate the 
percentages of people seeing how 
many posters each month; the 
high, low and median observation 
of men and women by intensity of 
showing for all product classifica- 


51 


tions, and other summary material 
based on sex and age differences. 

As the data accumulate from 
the Philadelphia study, Harper be- 
lieves the poster medium will have 
for the first time an increasing 
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The Donnelly Way, there is a 


Donnelly representative trained 


to ensure successful Advertising 


in Public. 


Donnelly responsibility is ex- 


emplified by these key men. 


They bring to clients profession- 


al training, professional compe- 


tence. Their informed interest, 


their expert advice on local 


marketing are part and parcel 


of Donnelly service. 
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TOP SPOT—The Chevrolet display, built in December, 1947, at a cost of $100,000, 

flashes the time and the Chevrolet emblem in Times Square. Said to be the world’s 

tallest sign (102’ high), the Douglas Leigh production was the first postwar sign to 
be constructed of aluminum. 


volume of reliable information on 
the medium comparable to data 
available on magazine and news- 
paper readership. 


ws Poster Appraisal Service holds 
its primary purpose is “to differ- 
entiate between successful and 
unsuccessful posters, and, through 
subsequent analysis, to help you 
discover the reasons therefor, so 
this knowledge can be applied in 
the creation of future outdoor 
copy.” 

“We do not attempt to deter- 
mine the degree of market pene- 
tration or over-all readership,” 
the service explains. “Our job is 
to establish the effectiveness of 
different poster designs, wherever 
they may be appearing. Though 
we have done most of our past 
checking in New Haven, our find- 
ings are related to the copy rather 
than the city.” 


® Accurate readership figures for 
a particular market are not now 
obtainable, PAS believes, and 
won’t be “until after the Traffic 
Audit Bureau has completed many 
more surveys of the Fort Wayne 
type.” A group of people selected 
on the conventional Census Bu- 
reau “city-tract’” basis, it says, 
“might be very inaccurate for the 
lack of proper balance between 
people who travel about a lot 
and see a lot of outdoor advertis- 
ing and those who are relatively 
house-bound.” 

PAS upholds the worth of data 
on correct product identification, 
and masks its full-color pictures 
of posters. Most agencies which 
conduct their own surveys use 
masked pictures, it says, adding: 
“We assume they do this because 
they believe, as PAS certainly 
does, that any poster design that 
fails to register the product name, 
along with the other elements in 
the design, is a failure (no matter 
how well remembered the rest of 
it may be), and the only way to 
check on the success of the design 
in this respect is to show people a 
picture of the poster with name) 
masked out, asking if they can 
identify it.” 


and replace them with other de—- 
signs that actually did appear.” 


PAS employs only interviews 
with people on the streets of the 
test city, after experimenting with 
both this method and home inter- 
viewing. Scores in the home in- 
terviews were always lower, it 
says, but the design rankings 
were substantially the same. But 
neither sample gives figures on 
outdoor readership, it insists, only 
on relative copy effectiveness. This 
service also checks all of the post- 
ers from a given month at the 
same time, and with the same 
group of people. 

Up to September, PAS had sold 
its surveys to 12 agencies and four 
national advertisers, with some 
using the service on a continuous 
monthly basis and others from 
time to time as posters appear. 
Three other national advertisers 
are using special PAS supplemen- 
tary facilities. Subscription rates 
for PAS reports are $200 for the 
first city and $100 each for addi- 
tional cities. 


a Although PAS and Harper use 
different methods, Mr. Brennan, 
PAS president, declares they are 


the only organizations publicly 
seeking an answer to a $20,000,000 
question: ‘“‘What ails outdoor 
copy?” 

Citing studies by these com- 
panies, as well as others by TAB 
in Fort Wayne, Foster & Kleiser in 
Sacramento, Walker & Co. in De- 
troit, and John Donnelley & Sons 
in Boston, Mr. Brennan maintains 
they all show one thing in com- 
mon: “Outdoor offers a remark- 
able advertising opportunity, but 
only some outdoor advertisers 
fully capitalize on that oppor- 
tunity. Others, through the dis- 
play of weak copy, are getting 
about one third to one half of 
what they could get for their 
money.” 

PAS studies to date, he said, in- 
dicate that outdoor copy, on the 
average, is only about two-thirds 
efficient. And the lost opportunity, 
in dollars, adds up to about $20,- 
000,000 a year. 


a In Canada, the Poster Adver- 
tising Association of Canada in 
1944 launched a continuing study 
of recall and identification values 
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of posters, and at the same tim: 


surveyed the general marketin, 
and traffic habits of the public 
Through an independent researc), 
organization, Canadian Facts Ltd, 
it has completed studies in eight 
marketing areas: Toronto, Cal- 
gary, Hamilton, St. Catherines, 
Windsor, Vancouver, Stratford 
and Montreal. 

Field workers, unaware of the 
purpose of the surveys and fo) 
whom they were being made 
asked questions of a cross-sectior 
of the population in a given area 
using black-and-white photo- 
graphs of the posters with the 
names, trademarks and othe 
identifying characteristics masked 
out. 


m Adding data from the various 
surveys, the association found 
that 30 days after a given poster 
had been withdrawn from show- 
ing, 63.4% of the population re- 
membered having seen it, while 
47.8% of these could identify it 
correctly from a masked photo. 
Cross tabulations also showed that 
a higher percentage of users of 


To aid designers, PAS provides 
a “Relative Visibility” rating on 
the lettering in the name element 
in each design, which, if high, 
would indicate that the poster had 
good value, regardless of a low 
remembrance score. 


es PAS has experimented with all 
types of confusion controls and 
uses none now, it explains. “In 
most cases where we included con- 
fusion control designs, the per- 
centage of people who claimed to 
have seen them was less than 5% | 
and rarely was it more than 10%. 
This being a condition we found to 
be fairly constant from month to | 
month and a condition already | 
generally recognized, it is oe 
advantageous to our subscribers to 
omit fictitious designs entirely | 


By using both indoor and 


effectiveness 


outdoor advertisin? 


National Sales 
Representative of the 
Outdoor Industry 
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ONE AND A HALF TONS—That’s how much the built-out seal weighs in this Carstairs 
sign with revolving mirror ball surfaced with 7,200 pieces of red and white glass. It is 
one of seve.al unique spectaculars in Atlantic City by R. C. Maxwell Co., Trenton, N. J. 
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one of the products advertised, | that of a competitor, both recalled 
either the identical product or|and identified the advertising. 


Checking on circulation, the 
survey found that the average 
adult urban dweller leaves home 
5.0 days per week, and that the 
average housewife personally 
makes 2.7 shopping trips per week. 

Changes in traffic circulation 
are of major interest and the asso- 
ciation, using the prewar formula 
of the Traffic Audit Bureau, made 
counts in a number of representa- 
tive cities. Percentages of in- 
creases, since 1939, published un- 
officially since the figures were 
not audited, ranged from a 2.8% 
gain in Hull, the lowest, to a high 
of 85.6% in Edmonton. The aver- 
age traffic increase was 41.1%. 


Will Televise New Quiz Show 


“Second Guessers,” a new com- 
edy quiz, will be presented over 
Station WENR-TV, Chicago, un- 
der the sponsorship of National 
Plywoods, Inc., Chicago, for 
Amerwood, a product of American 
Industries, Inc., Syracuse, Ind. 
The program will be heard Sun- 
days at 9-9:15 p.m., starting Nov. 
7. The account is handled by Mac- 
Donald-Cook Co., Chicago. 


Agencies Count 
Outdoor Bureau 


a Money Saver 


30-Year-Old NOAB 
Checks on 250,000 
Posters Annually 


New YorK—For 30 years now, 
the National Outdoor Advertising 
Bureau has quietly represented ad- 
vertising agencies in dealing with 
the outdoor advertising plant 
owners—so quietly, in fact, and 
so efficiently that some plant 
owners seldom have contact with 
or understand well the agencies 
through whom they derive much 
business, 

This is true despite the many 
changes that have taken place in 
the intervening years since NOAB 
was formed by the agencies. Ad- 
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DO RADVERTISING INCORPORATED 


6) East 42nd Street, New York 17, N.Y. 


LIS ANGELES + PHILADELPHIA + 
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SAN FRANCISCO - 


SEATTLE 
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vertising methods, media and 
agencies have changed in many 
respects, but NOAB has changed 
little except in growth. 

It has certainly grown: Last 
year NOAB field service “cover- 
age” figures show 488,939 miles 
traveled, 248,803 posters and 15,- 
847 plants inspected and 9,632 bul- 
letins inspected. 

Not all agencies, of course, use 
NOAB service, and one or two of 
the large users of the medium op- 
erate complete departments of 
their own, but NOAB is generally 
conceded to place the bulk of the 
business. 


ws NOAB was formed because out- 
door advertising was—as it still 
is—physically different from other 
major media and requires special 
techniques and procedures in use. 
The agencies that use the bureau 
do so because its cooperative op- 
eration in servicing outdoor adver- 
tising campaigns brings to their 
clients the highest degree of ef- 
ficiency in applying these special 
techniques and procedures. In 
other words, because there are so 
many plant operators, the bureau 
saves money for the agencies 
because the latter do not have sep- 
arately to check tens of thousands 
of poster panels, painted bulletins 
or spectaculars. 

The bureau’s services to member 
agencies are of obvious corollary 
benefit to the outdoor advertising 
industry, largely through elimina- 
tion of multiple business dealings 
and overlapping field inspections. 


a The bureau’s service to its mem- 
bers includes ten specific func- 
tions: 

1. Maintaining up-to-date media 
statistics, consisting of nearly 50,- 
000 items of record, covering all 
outdoor advertising services and 
all markets in the U.S. and Ca- 
nada. 

2. Preparing estimates of post- 
ing rates and allotments in any 
combination of markets, national, 
regional or individually selected. 

3. Preparing and implementing 
contracts for posting and painted 
display service as directed by in- 
dividual advertising agency mem- 
bers of the bureau. 

4. Setting up outdoor advertis- 
ing space schedules adjusted to 
the advertiser’s needs and the 
plant operator’s capacity to de- 
liver. 

5. Preparing monthly poster 
shipping orders for agencies’ lith- 
ographers. 

6. Periodically issuing detailed 
instructions to plant operators for 
posting and for executing painted 
copy. 


a 7. Paying plant operators for 
service and rendering accounts to 
agencies. The bureau consolidates 
in one payment all amounts due a 
plant operator from all accounts 
at a given time, and to the agency 
renders one invoice for a given 
period, lumping payments for 
services of all plant operators 
under contract for each account. 

8. Watching the credit standing 
of its member agencies. No plant 
operator has ever suffered a credit 
loss from an account handled 
through the bureau, it is stated. 

9. Checking poster showings 
and painted displays through its 
field service division. This service 
gives agencies the important bene- 
fit of an expert, full-time field 
staff and saves plant operators the 
inconvenience of individual inspec- 
tions of hundreds of different ac- 
counts. 

10. Assisting agency manage- 
ment and plant operators by mak- 
ing practical explanation of oper- 
ating difficulties in both agencies 
and plants. 


ws It is because NOAB performs 
these functions that, bureau of- 
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ficers feel, there is an unjustifiable 
tendency among plant operators to 
overlook the greater importance of 
agencies’ work in creating and de- 
veloping an outdoor advertising 
campaign before it ever reaches 
the servicing phase and the bu- 
reau. 

Bureau executives point out 
that the modern agency is an or- 
ganized pooling of many kinds of 
skills and experience; that the 
agency’s staff members (1) study 
the client’s business and product, 
(2) analyze the market, (3) plan 
the campaign and select media, 
and (4) execute the campaign; 
and that the bureau’s work is only 
one part of the last named agency 
step. 

“For reasons of policy,” the 
bureau does not make public any 
figures about the number of its 
members, number of accounts or 
volume of business. There are 24 
agencies represented on NOAB’s 
board of directors. More than that 
by some extent are members, and 
it is believed that the NOAB has 
handled close to $400,000,000 of 


billings for the agencies in 30 
years. 


= NOAB is operated under a 
board of 34 directors. Executive 
and operating committees of the 
board act for the latter in general 
supervision of bureau affairs. 

The directors, are: Harrison 
Atwood, McCann-Erickson; Bruce 
Barton, Batten, Barton, Durstine 
& Osborn; Theodore L. Bates, Ted 
Bates, Inc.; Gordon Best, Gordon 
Best Co.; A. L. Billingsley, Fuller 
& Smith & Ross; Milton H. Biow, 
Biow Co.; David M. Botsford, 
Botsford, Constantine & Gardner; 
Thomas D’Arcy Brophy, Kenyon & 
Eckhardt; Melvin Brorby, Need- 
ham, Louis & Brorby; Joe M. 
Dawson, Geyer, Newell & Ganger; 
H. H. Dobberteen, Benton & 
Bowles; Lynn B. Dudley, Camp- 
bell-Ewald Co.; J. H. S. Ellis, 
Kudner Agency; Henry T. Ewald, 
C-E; H. S. Gardner, Gardner Ad- 
vertising Co.; Norman W. Geare, 
Geare-Marston; B. B. Geyer, 
GN&G: J. J. Hartigan, C-E; John* 


B. Hunter, Ayer; John Johns, 


BBDO; H. K. McCann, McCann- 
Erickson; Dwight Mills, K&E; John 
M. Paver, president and general 
manager of NOAB; Stanley Resor, 
J. Walter Thompson Co.; Guy 
Richards, Compton Advertising; 
F. Bourne, Ruthrauff & Ryan; Guy 
C. Smith, Brooke, Smith, French 
& Dorrance; Henry M. Stevens and 
Edwin F. Wilson, McCann-Erick- 
son. 


a The executive committee con- 
sists of Mr. Atwood, chairman; 
Mr. Billingsley, secretary, and 
Messrs. Barton, Brophy, Ellis, 
Ewald, McCann, Resor and Walsh. 

The operating committee con- 
sists of Mr. Dawson, chairman; 
Mr. Paver, vice-chairman, and 
Messrs. Billingsley, Dobberteen, 
Hartigan, Hunter, Johns, Stevens, 
Walsh and Wilson. 

Officers of NOAB are: Mr. 
Ewald, chairman; Mr. Stevens, 
secretary-treasurer; Mr. Paver, 
president and general manager; J. 
J. O’Sullivan, vice-president and 
comptroller; J. D. Chappell, N. G. 
Vandenberg, S. W. Deck, Fred J. 
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Advertising Age, November 8, 1948 
Evans and L. C. Myers, vice-| Jr. is counsel for the bureau. 
presidents; M. A. Sherman, as- Bureau offices are located i: 
sistant secretary; and W. C. Roux,| New York, Chicago, Detroit, Lo 
assistant secretary. George Link| Angeles and San Francisco. 


High Remembrance Value 


Some of the top-ranking posters measured by Poster Appraisal 
Service. Others are on Page 56. 


LAST YEAR’S SANTA—Scoring high last year was this Coca-Cola Santa Claus, shown 

against dark green background (copy in yellow). More than half of respondents 

identified the sponsor—a rating three times greater than for three other Santas on 
posters at some time. D’Arcy Advertising Co. is the agency. 


Builds Strong Bodies 


FORCEFUL—The unusual size and weight of lettering in this Continental Baking Co. 

poster (via Ted Bates, Inc.), plus contrast of black letters on yellow background, gave 

this design dramatic force. About 80% of both men and women remembered seeing 
it and 68.4% of men and 67.2% of women identified the brand. 


HIGH AS USUAL—Liebmann Breweries’ poster won a 72.4% remembrance and 54.4% 
identification among men (58% and 35.6% among women) in New Haven test, though 
new in the market last winter. Copy at left, black and red; emblem at right, red 
with Extra Dry black against white background. Foote, Cone & Belding is the agency. 


TELLS THE STORY—This Bendix quiz poster (by Tatham-Laird), with yellow back- 

ground, top copy line in black and other lettering red, reveals women’s great interest 

in the Monday washday problem. Four of five women remembered this, 75.2% 
identified Bendix; among men, 46.8% remembered and 42.4% identified brand. 


PETRI T TOOK TIME TO BRING YOU GOOD Wine 


DOGGONE HIM!—Petri Wine Co., via Young & Rubicam, combined poignancy and 
humor in this appealing puppy, integrated it with copyline (in black, against white 
background) and with design layout. Petri name was white, brick stairs were red, 
door mat brown, and the dog black. Had high ratio of identification to remembrance. 
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A Market with 
More of Everything! 


. 


EXTRA "DIVIDEND"! 


In this mild climate—a 
high level of circulation 
the year round! 


Advertising buyers of America are turning to Texas—the new 
Texas, teeming with activity! Tremendous new population in a 
market of concentrated wealth, made that way by fabulous oil 
fields ... the greatest livestock and agricultural production 
records of any state in the nation ... by shipping, manufactur- 
ing, shipbuilding and aircraft industries—the list is long. Yes, 

the market's here—it's the NEW Texas, as every up-to-date | 


executive knows! 


We in the outdoor advertising business in Texas have a new 
spirit too! We're constantly working toward plant improve- 
ment—better distribution—better appearance of poster panels 
and painted displays. In the NEW Texas, you can count on us to 


keep abreast of the fast-moving tide of increasing circulation. 
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How Posters 


Rate on Tests 
Shown in Study 


During the past 12 months, 
Poster Appraisal Service, Mama- 
roneck, N. Y., has checked on 280 
separate poster designs to ascer- 
tain degree of remembrance by 
the people, and degree to which 
posters could be identified as to 
product advertised. Out of all these 
5% were truly outstanding. 

PAS rates posters according 
to the strength of the impression 
they make on people, and the clar- 
ity and certainty with which the 
advertising message was linked 
to product name. Many posters 
that appear to be successful when 
checked as to remembrance of il- 


lustration are revealed as failures | 


when checked to ascertain degree 


to which people know the name of 
the product advertised. 

As the objective of poster ad- 
vertising is to attract and hold the 
interest of passing people, to de- 
liver a selling message to them, 
and inescapably to link that mes- 
sage to the product name, it fol- 
lows that the most successful 
posters are those which embody a 
good selling idea, are best remem- 
bered and (of vital importance) 
can be readily identified as to pro- 
duct advertised. 

The dozen posters shown on 
this page and on page 54 are, 
almost without exception, those 
which led all others checked by 
Poster Appraisal Service. The ac- 
complishment of each is told 
briefly below each picture. 


= In considering the scores, one 
should bear in mind the following 
figures which represent the aver- 
age scores for all posters checked. 
As to remembrance of the posters, 
the average among men was 48.1% 


and among women, 41.6%. As tow 


correct identification of the spon-! 
sor, 26.4% of men and 19.5% of 
women were correct on the aver- 
age. 

Each of the posters shown had 
scores far above average. They 
are the “peoples’ choice” even 
though people were not asked 
specifically to express their pref- 
erences. They were asked just 
two questions about each poster 
checked: 

1. “Do you remember seeing 
this design on the outdoor poster 
panels?” 

2. “Do you know what product 
it advertised?” 


ws Field workers, in interviewing, 
used full-color pictures of the 
posters. In each picture the product 
name and other identifying ele- 
ments had been masked out, so 
that the test for product identifi- 
cation could be made. 

Most of the tests by the Poster 
Appraisal Service have been in 
New Haven, although some are 
taken in other cities. 


SHEET 


POSTER 
REPRODUCTION 


AM, 


| g A 3 will see more than 


900 different 24-sheet poster designs go 


through the careful, painstaking processes 


of faithful reproduction employed in our 


modern plant...a clearing house of 


24-sheet poster ideas, poster designs. 
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NEWCOMER—This second try of outdoor by International Cellucotton (via Foote, 

Cone & Belding) brought very high scores—62% identification by men and 73.6% 

by women. Background was yellow; copy line and produtt name were black on 
white. Kleenex box was familiar blue and white. 


WOMEN LIKE HIM—Actor Robert Young's smile in this F & M Schaefer Brewing Co. 
poster (through BBDO), shown against a red background (lettering white) brought an 
80% remembrance rating among women and 71.6% among men. 


i ? - . : : 
‘She loves me.. ay *) she loves my 
‘es 4 


NASH AGAIN—Nash Motors’ famed outdoor posters include this one with human 

interest design. Copy line was black on white, name Nash was red. Although no 

product is shown, usual in the series, 38% of men and 24.4% of women identified 
it—well above average. Geyer, Newell & Ganger is the agency. 


The Beer that wide : 
Milwaukee Famous” 


4 


STRAIGHTFORWARD-—Schlitz’ poster (through Y&R) last summer won a remembrance 

rating of 78.4% among men and 68.8% among women (56.8% of men and 30.4% 

of women correctly identified advertiser). Ten-inch-high brown-on-white copy lettering 
of slogan made a dramatic impact. Background bottom strip was green. 


NO HUMAN INTEREST—Remembrance ratings in Miami of 80.4% for men, 73.6% 

for women, and nearly two-thirds identifying the sponsor prove that human interes’ 

isn't always necessary. Pure Oil’s poster (via Leo Burnett Co.) had word SURE ir 
red on white, other words dark blue on white, and a dark blue background. 


LIKABLE LASS—Both men and women liked this lass. Background was white; copy 
was black; Ford name was red. More than three out of four men and women 
remembered this showing. 
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North Texas Advertising Co., Inc. 
Again leads the way... 


Here it is—the practical poster panel with the "New Look.’ We em- 
ployed the best brains in the business to engineer and design this 
new panel—the late R. W. "Dutch"’ Olmstead—and this "New Look" 


panel is the result. We believe it to be the answer the advertiser, the 


advertising agency, and the outdoor industry all are seeking. 


NORTH TEXAS ADVERTISING CO., INC. 


3228 Camp Bowie Blvd. Fort Worth, Texas 


, Walter A. (Mickey) Schmid 
’ ee Assistant to President — 
President and General Manager Ellen Murphy Manager of Sales and Public Relations 


Vice President & Secretary 
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Major Roadside 
Sign Users Have 
Rigid Standards 


MINNEAPOLIS—In 1936 a num- 
ber of the nation’s largest users 
of roadside signs formed the 
Roadside Business Association, 
largely to create and maintain 
standards that would meet criti- 


cisms of women’s clubs and other 
groups which inveigh against 
highway signs as destroyers of 
the beauties of the countryside. 
The organization today includes 
such major users of signs along 
highways as Bowes “Seal Fast” 
Corp., Indianapolis; Burma-Vita 
Co. and Curtis Hotel, Minneapolis; 
DeKalb Agricultural Association, 
DeKalb, Ill.; Fleet Wing Oil Corp., 
Cleveland; Havatampa Cigar Co., 
Tampa, Fla.; Kendall Refining Co., 
Bradford, Pa.; McQuay-Norris 
Mfg. Co., St. Louis; Motorola, Inc., 
Chicago; Ohio Oil Co., Findlay, O.; 


Pennzoil Co. and Quaker State Oil 
Refining Corp., Oil City, Pa.; 
Seven-Up Co., St. Louis, and John 
H. Swisher & Son, Jacksonville, 
Fla. 

These companies follow the 
RBA trade practice rules. The 
rules are: 

“No rural highway signs or other 
outdoor advertising shall be lo- 
cated or maintained: 

“1. Upon private or public pro- 
perty, without a lease or consent 
from the owner or occupant of 
the property. 

“2. Upon the inside of curves 


Rockwell painting. 


1570 S. 


* 


Exemplifies Progress 
In Silk Screen Process 


The process of making screens by photographic projection has 
been developed by Kubin-Nicholson Corp., Milwaukee, producer 
of this 24-sheet poster for Jacob Schmidt Brewing Co., St. Paul. 
Progress in silk screen, previously limited to flat colors, is shown in 


this four-color photographic halftone reproduction of a Norman 


Producers. of outdoor posters for the particular since 1923. 


* * * 


KUBIN-NICHOLSON CORP. 


Milwaukee, Wis. 


Ist Street - 
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DAIRY ave POULTRY 


DISINFECTANT 


ROADSIDE EXAMPLES—Here are two good examples of roadside advertising, one for 

Hi-lex disinfectant and the other for Motorola radios. Signs of this type will last three 

years or longer, and are carefully placed so as not to obscure natural scenic beauty 
or prevent full driving vision for curves, hills, etc. 


or in the vicinity of railroad or 
railway crossing or highway inter- 
sections in such a manner as to 
create an obstruction of view con- 
stituting a hazard to traffic. 

“3. With display copy offen- 
sive to public morals or decency. 

“4. In the following locations: 
(a) Areas of unusual natural 
scenic beauty, which shall not 
include land used primarily for 
business or agricultural purposes; 
(b) national, state or local parks; 
(c) historical shrines or other 
places of historic significance; (d) 
upon rocks or trees. 

“5. Unless kept in good condi- 
tion both as to appearance and 
structural stability. 

“The erection of signs in clusters 
is disapproved.” 


ws The RBA efforts have, to a large 
extent, been responsible for the 
striking improvements in roadside 
advertising displays and signs in 
the past several years. From every 
standpoint highway signs today 
are a far cry from their counter- 
parts of 20 years ago. In esthetic 
appeal, clarity, readability and 
proper placement in relation to 


highway traffic, today’s roadside 
advertising represents a great ad- 
vance over earlier signs. 

Larger roadsign users contract 
for locafions through sign ser- 
vice companies. The service com- 
panies, in. cooperation with the 
manufacturer’s distributors, check 
with dealers regarding suggested 
locations and place the signs gene- 
rally in areas most heavily pop- 
ulated. Highways, of course, get 
first preference; signs are set up 
on hills or curve sites free of 
bushes, trees and other obstruc- 
tions. 

The service companies declare 
that it is rather easy to find the 
spots where signs will attract the 
most attention. 

From its headquarters here, 
RBA directs its fight for main- 
taining the rigid standards it ha: 
set up. These standards are 
strictly enforced upon its mem- 
bers and much effort is given to 
induce non-members to adopt the 
same standards. 

In a recent statement, the Road- 
side Business Association de- 
clared: 

“This form of advertising along 
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ghways has many unique advan- 
t ges. It delivers messages to high- 
ay travelers, many of whom, 
ing neither extensive readers 
newspapers and magazines nor 
gular radio listeners, are not 
ached to any extent by any 
her advertising medium. It is 
b-tter adapted than most other 
firms of advertising to an effec- 
tive local coverage. Placed in a 
territory where the product or 
service advertised is available 
it can be gradually extended to 
ccrrespond with the increased 
scles territory of the product or 
service advertised, and may thus 
be adjusted to an increasing ad- 
vertising budget. This latter cha- 
racteristic of roadside advertising 
makes it particularly suitable for 
all business. Many small com- 
panies have been able to start and 
to expand by use of roadside 
advertising as their main adver- 
tising medium. 

“This adaptability to a specific 
territory makes roadside adver- 
tising particularly valuable for 
business establishments in the 
smaller cities and villages. Many 
small town stores, hotels, res- 
taurants and garages rely exclu- 
sively on signs along highways 
leading into their communities to 
call attention to their facilities. 
In many cases this is the only 
effective medium available. 


a a 


s “Advertising along highways is 
also peculiarly adapted to pro- 
ducing a market for goods and 
services sold to motorists. High- 
way travelers are a selected group, 
nearly all of whom are pros- 
pective purchasers of automobiles 
and auto parts and accessories, 
such as tires, gasoline, oil and 
batteries. 

“In a number of highly com- 
petitive items, the companies 
which now lead the field are those 
whose main advertising effort has 
been along highways. Most com- 
panies which have either used 
this medium or have thoroughly 
investigated its possibilities, have 
concluded that highway adver- 
tising is one of the most valuable 
advertising media and should be 
a part of every well-balanced 
advertising program for any kind 
of consumer goods. 


« “It should be borne in mind, 
however, that just as there is 
good taste and bad taste in radio 
and newspaper advertising, so 
there is good taste and bad taste 
in highway advertising. Just as 
some radio ‘commercials’ cause 
resentment on the part of many 
listeners because of their content, 
so certain types of highway ad- 
vertising which do not conform to 
accepted outdoor advertising stan- 
dards cause resentment on the 
part of many motorists. 

“Poorly erected and maintained 
signs, signs erected in unsightly 
‘clusters’ and signs erected along 
parkways, lakes, mountain areas 
or other areas of unusual scenic 
beauty are just as out of place in 
a properly organized highway ad- 
vertising campaign as are long, 
b atant ‘commercials’ in radio pro- 
g°ams. Reputable users and erec- 
tors of highway advertising avoid 
sich objectionable practices. 


® “The definitely scenic areas— 
vhere advertising signs do not 
telong—comprise only a compa- 
ratively small portion of the areas 
elong American highways. The 
treater part of the areas adjoining 
lighways are either non-scenic 
‘vaste land, or agricultural land 
containing barns, corn cribs, ma- 
‘hinery sheds, haystacks and other 
irm buildings and farm machin- 
‘ry designed to produce a living 
ior the farmer. The average mo- 
torist not only does not object to 
edvertising signs in such areas, 
tut actually welcomes them as 
helping to break the monotony of 


dvertising Age, November 8, 1948 


FOR POINT OF SALE—An example of the 3-sheet poster in common use, usually in 

concentrated neighborhood shopping areas, and frequently on the sidewall of the 

retail outlet in which the advertised merchandise is sold. The 3-sheet has over-all di- 

mensions of 6'10” high by 3’5” wide, and is displayed on a panel 8’7” high and 
4'10” wide. 


his trip. 

“Companies which have used 
certain types of educational or 
informational copy on highway 
signs in such areas regularly re- 
ceive many letters from motorists 
telling them of the benefit, plea- 
sure or interest such signs have 
brought to them and their families 
on long motor trips. Motorists 
also report appreciation of the in- 
formation contained on many 
such signs, telling them of the 
character of the services, products 
and accomodations available in 
the town or city which they are 
approaching.” 


s Motorola, Inc., one of the lar- 
gest users of roadside painted 
signs, reveals that it spends about 
$150,000 annually to erect and 
maintain 8,000 standard signs in 
47 states. (The exception is Mas- 
sachusetts, where signs must be 
placed some distance away from 


highways—so far away, Motorola 
feels, that motorists would jeo- 
pardize themselves looking at the 
signs.) 

This company’s signs are a 
standard 4x8’, are made of 20- 
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gauge steel and have a baked ena- 
mel finish. The average life of 
the signs is from two to three 
years, depending on climate and 
other variables; some, however, 
last six years. Motorola reports 
that hurricanes, farmers who need 
chicken coop siding, and boys with 
rifles cause most of the trouble 
for sign service men. The latter 
make three inspection trips a year. 
Joseph G. Howland, adveriising 
and promotion manager, points 
out that Motorola was one of the 
first heavy users of this medium, 
has used it for 15 years to achieve 
“repetitive impact and build good 
will and sales” for dealers, and 
will continue to use the signs. 


HOW POSTERS ARE LAID OUT—Size and arrangement of sheets used in a 24-sheet 
are controlled largely by the design to be reproduced. Usually the completed poster 
consists of from 12 to 18 sheets. This recent Ford poster uses 12 units, with the bottom 


row, where dealer imprints might go, narrower than the others. 


Landay" 


3728 No. Broad St + Phila. 40, Pa + BAldwin 9-5500 ° 


Nash Pushes ‘49 Model 

Nash Motors of Canada Ltd., 
through McKim Advertising, To- 
ronto, has launched a campaign to 
introduce its new ’°49 Aijirflyte 
model. Spreads in the rotogravure 
sections of weekend papers and 
1,500 ads in daily newspapers, sup- 
plemented by outdoor posters and 
window displays, are being used. 


Philadelphia 


HIGHSPOT BULLETINS 


SPECTACULARS * WALLS 


"ge Eo, 


Advertising Age, November 8, 1948 


COUNTING TRAFFIC—Potential of an outdoor location is determined by volume and 

quality (auto, mass transportation, or pedestrian) of traffic circulation and the visi- 

bility of the advertising to that circulation. Here traffic flowing past a location is 

being counted. Evaluations of individual plants are audited by the Traffic Audit 
Bureau. 


ACTICAL ae mae OF A REPRESENTATIVE POSTER SHOWING TO TRAFFIC FLOW IN DETROIT 
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| ©~GUARANTEL@ 


If, in the opinion of the advertiser, the showing we post for him is 
not equal in circulation, coverage and general impressiveness to 
| that of a showing on any other Portland plant, we will post a 
second showing for him without charge, and without any obligation 


on his part other than personally inspecting his showing with us. 


(Signed) C. FE. STEVENS 
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Only ONE Posting Plant in a city can safely make 
the above written guarantee to ALL advertisers! 


PORTLAND — ASTORIA, OREGON 


HOW SHOWING LOOKS—A map of Detroit prepared by Walker & Co. which shows 

how a representative showing would look in that area. Width of the street lines 

shows traffic density, and the circles spot poster locations, with illuminated panels 

identified by a lamp bulb symbol within the circle. This showing embraces 48 regular 

and 48 special posters, costs $2,880 per month, and provides a daily net advertising 
circulation of 1,616,224. 


BLOWS RINGS—The Douglas Leigh Camel spectacular at Broadway and 44th St. 

blows 6’ smoke rings across Broadway at the rate of one every four seconds. The 

spectacular appears in 22 other cities across the country. William Esty Co. is the 
Camel agency. 


while public relations will be 
stressed during the public policy 
session later in the day. Local 
sales and promotion will be dis- 
cussed at the morning session 
Nov. 19, and the convention wil! 
reach a climax that afternoon 
when national advertiser an‘! 
agency leaders will speak to the 
group. 

Approximately 100 origina 
paintings of outstanding 24-shee' 
posters which have appeared 01 
panels throughout the country wil 
be exhibited during the conventio: 
by Outdoor Advertising Incorpo 
rated. Art students and instructor 
will receive a special showing 0 
the paintings Nov. 18. Mark Seelen 
vice-president and art director 
and Joseph J. Campanaro, OAI ar 


Painted Displays 
to Draw Spotlight 
at Outdoor Meeting 


Mempuis—Painted displays will 
get increased attention during 
the 53rd national convention of 
Outdoor Advertising Association of 
America to be held at the Hotel 
Peabody here Nov. 15-20. 

Plant operators and their guests, 
who are expected to roll up a new 
attendance mark this year, will de- 
vote an evening session Tuesday, 
Nov. 16, to painted displays. With 
J. L. Hanna, manager, General 
Outdoor Advertising Co., Indian- 
apolis, as chairman, the session 
will feature a group of eight 


speakers, each limited to ten-min- : 
will 


United Outdoor Advertising Co., Klamath Falls, Ore., and L. C. Wilson Co., 
Hood River, Ore., STREAMLINED plants, independently owned, are on a 
par with the Stevens plant, adjudged to be the Pacific Coast's FINEST. 


(Address care of C. E. Stevens Co., Portland, Ore.) 


ALL STEVENS POSTER PANELS ARE REPLICAS OF STREAMLINED BULLETINS 


paren ees 5 = Sm es 
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ute segments of the available time, 


_and an open forum discussion of 
sales and operating problems. Em- 


phasis will be placed on paint 
plant operations in cities of 25,000 
to 150,000 population. 


ws Various types of poster panel 


director, explain poste! 
techniques. 


Simonds Joins Sullivan 

John G. Simonds, formerly ac- 
count executive and promotior 
manager of G. M. Basford Co. 
New York, has joined Daniel F 
Sullivan Co., Boston, as account 


construction will be demonstrated | executive and manager of its Port- 
at an operating session Nov. 18, Hand, Me., office. 
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MODERN OUTDOOR PLANT —Illustrative of the modern trend in the outdoor business 
is this brand-new plant headquarters of Smoot Advertising Co. in Huntington, W. Va., 
which cost $100,000 and was unveiled late in September. Note how the headquarters 
building, located a block from the bridge where two U. S. highways cross the Ohio 
River, becomes an integral part of the company’s plant, with a spectacular on the 


roof, and four illuminated 24-sheet panels built into the side of the building. 


Red-Nosed Deer 
Becomes Bigtime 


Seller for Wards 


‘Rudolph’ Movie 
Helps Build Sales; 
in ‘Coronet,’ Too 


Cuicaco—Rudolph the Red- 
josed Reindeer is repaying his 
reator handsomely this year and, 
by going into the movies, is 
ounted on to help set a new 
tales peak in Montgomery Ward 
etail stores and catalog offices. 
Rudolph was created back in 
939 by Robert L. May, now re- 
ail copy chief with Wards. He 
tid mighty well as a Christmas 
riveaway. But the snowball really 
s rolling this year, with more 
han 25 Rudolph products offered 
or sale and a Technicolor movie 
0 spread his fame. And Coronet 
ill detail his rise to fame with 
p feature article in its December 
ssue, 

The little deer was born when 
Vard’s retail sales manager de- 
ided that a Christmas giveaway 
thould be made available to the 
ompany’s 630 retail stores and 
P50 catalog offices. Mr. May, then 
h copywriter, took over the task 
Bs an extra assignment without 
xtra pay. An animal story, like 
erdinand, was suggested. Mr. 
lay came up with Rudolph, whose 
bright red nose just made the 
andsomer deer laugh, until he 
elped Santa get through the fog 
safely and on time with his sleigh- 
ul of gifts. 


The paper-bound edition of 
Rudolph the Red-Nosed Rein- 
bee”? was a quick success, and 
Wad stores and offices distributed 
3¢5,016 copies before the print- 
ng was stopped. The promotion 
fan’t revived, however, until 
945. The distribution then went 
1) to 3,476,000 copies. 

FCA Victor decided the same 
ear that Rudolph should be rec- 
tded, and wrote Wards about the 
luestion of copyright and royal- 
kes. Wards released the copy- 
€.t to Mr. May, effective Jan. 
. 1347, paving the way for a series 
{ iighly-pleasing royalty checks. 
‘ Victor recording, with Paul 
‘ig narrating and musical theme 
y George Kleinsinger, is said to 
ave been its juvenile best seller 

year, by better than 2 to l. 


Other manufacturers who saw 
the possibility of tying in began 
making Rudolph products. The 
list on sale last Christmas included 
stuffed toys, jig-saw puzzles, slip- 
pers, sweatshirts, charms and a 
hard-cover edition of the book. 
The publisher, Maxton Publishers, 
Inc., New York, sold out a 100,- 
000 edition and plans 350,000 
copies this year. 


ws Other Rudolph products avail- 
able this year, and featured in 
Ward’s biggest Christmas catalog, 
include a Parker Bros. game; 
puzzle plaque (Playskool); riding 
toy; a bank with Rudolph’s nose 
lighting up for each coin de- 
posited; a kiddy-projector; Christ- 
mas-tree ornaments in lightweight 
plastics; a school bag; watch (In- 
graham); children’s dinner set; 
silver ring, gold-tone and cloisonne 
pin, necklace and bracelet; snow- 


suit; mocassin socks; silk and 
rayon scarves; T-shirts; anklets 
and socks; buttons, and rayon 


yard goods. 

More than 20 other products are 
being developed for next year’s 
trade. In line with its established 
policy, Wards doesn’t reveal sales 
figures on these items, but ob- 
viously the volume is satisfying. 
It believes the new movie may 
well become a Christmas institu- 
tion that will win new friends 
among the young fry each year, 
and bring their parents into the 
stores. 

Wards paid for the production 
of the filmed cartoon, which was 
produced by the Jam Handy Or- 
ganization. Theaters are glad to 
show it, for the only commercial 
is the line, “With Christmas greet- 
ings from Montgomery Ward.” 
Following this year’s showing, 
Wards will have to pay only the 
minor distribution and billing 
costs for repeat runs. 


w The film, directed by Max 
Fleischer and employing Paul | 
Wing’s narration, will be shown | 
in first-run theaters in 38 of the | 
40 largest cities in tue United 
States, and also will play in 850 | 
additional cities and towns. Spe- | 
cial lobby displays of the Rudolph | 
products will be used in many} 
cases. 
As giveaways, Wards distributed 
3,500,000 puzzle toys last year. | 
This year it will be a luminous | 
ink card showing Rudolph, with | 
a dozen of the Rudolph toys and | 
gifts illustrated on the reverse | 
side. Wards will give away 4,000,- | 
000 of these cards in its stores, 
offices and the theater lobbies. 
Rudolph has joined the parade! 
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= | by Ringling Brothers and Barnum! Ernest D. Ward, for the past five 
= | & Bailey circus. Actually, he was/ years manager of public relations 
}a small pony equipped with ant-| of Best Foods, Inc., New York, has 
lers and a wired nose that lighted been appointed manager of adver- 
up. ising and gon heyy _ 
: Trudeau, a member of the s 
Last year's supply of stuffed Foods advertising department since 
|toys wasn’t adequate in Huron, 


. 1946, has been named assistant 
S. >. where Mrs. Carl Wetrich advertising manager. 
|spent $2.50 on a want ad—‘Will- 
ling to pay double price’—when ‘ 


ishe couldn’t find one in any of THANK You 


|five stores, for her eight-year-old >. 
daughter. The ad didn’t pull, but PR Daye ame flog Byes: om 

io he — a z and . — opportunity to extend our sincere 
udoiph, iree of charge, to e appreciation to you, national ad- 


little girl. vertisers and agencies, for the busi- 
ness which you have repeatedly 
placed with us. 

We assure you it is always our 
privilege to serve you in our terri- 
tory; and we are proud to add that 
when you are represented in our 
area, you are represented in one of 
the richest and most productive ‘ 
areas in all America. 

MURPHY ADVERTISING 

DUBUQUE, IOWA 

Member Outdoor Advertising 
Association of America and Out- 
door Advertising Association of 
Iowa, Illinois and Wisconsin. 


Glolite Promotes Kaufman 


Tal Kaufman, in the sales de- 
partment, has been named adver- 
tising, sales promotion and product 
development manager of the Glo- 
lite Corp., Chicago, manufacturer 
of Christmas lighting decorations. 


Paragon Names Carrington 


Stanley M. Carrington has been 
appointed general sales manager of 
the Paragon Paint & Varnish Corp., 
Long Island City, N. Y. 


LOOK TO THE 


PACIFIC NORTHWEST 


FOR 


GREATEST GROWTH 


IN MARKETS 
+ 


Sunset Outdoor Advertising Co. 


1015 Eastlake Avenue... Seattle 9, Washington 


SEATTLE 


George E. Thompson & Associates 
San Francisco, Chicago and New York 


¢ TACOMA e¢_ EVERETT ¢* BELLINGHAM 


ABERDEEN °* 


+ 


OLYMPIA 


National Sales Representative: 
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‘No Color Video 
for at Least Five 
Years’: Stellner 


Cuicaco—Present television sets 
will be good for five or six years, 
according to Walter Stellner, vice- 
president of Motorola, Inc. 

Speaking before the Chicago 
Television Council, Mr. Stellner 
declared that color video is not 
in prospect and will not be for 
at least five years—that there 
will be no radical changes in de- 
sign or construction in that period. 

Despite the cathode tube short- 
age, Mr. Stellner predicted that 


Wheat Size Agency? 
John Orr Young says: 
 Advortionrs Loe A bw 
too much weig o 
size.” Want a_ small 
agency with big IDEAS? 
Write: 


Box 7114, Advertising Age 
100 E. Ohie St., Chicage 11, Ill. 


Motorola alone would produce 
more than $40,000,000 in televi- 
sion sets during 1949. 

He appealed to stations and 
agencies to work with advertisers 
on a plan to help sell sets. “Give 
the television set salesman some 
help during the daylight hours,” 
he urged. “Instead of sending pat- 
terns during the selling day, make 
movies of the evening programs 
and re-broadcast them during the 
next day. Give the prospect a 
real idea of what he is going to 
see when he buys a set,” he said. 


American Express Plans 
No Return to Radio 


American Express Co. New 
York, which has transferred its 
travelers checks. account from J. 
M. Mathes, Inc., to Benton & 
Bowles, New York, has not de- 
cided on media allocations for next 
year’s budget. However, the com- 
pany, which dropped “Vox Pop” 
on ABC in May, reportedly will 
not return to network radio. 

Kelly, Nason, Inc., handles travel 
advertising for American Express. 


= 


You Always Find 
The Most Folks 
At The Best Show 


(' 


| LRA 


. .. another way of saying that more radio 


listeners in the Aberdeen Area tune to 


KSDN ... proved by Conlan in a recent 


survey. Day in... day out .. . KSDN is 


the top station. 


KSDN covers the highly productive Aber- 
deen Market . . . nearly 50,000 radio homes 
... which produced $151,000,000 in retail 
sales in 1947. When you buy .. . buy wisely 


... buy KSDN.. 
Dakotas”... 


. “The Voice of the 


COVERAGE 


% of Listeners 
for Each Station 


Station B 
Station C 
Station D 
Station E 
Station F 
Station G 
Station H 


1000 Watts 


930 Kilocycles 


OWNED AND OPERATED BY 


THE ABERDEEN 
Aberdeen 


AMERICAN-NEWS 
South Dakota 


Lang & Co. Ads 
Boost Two Coffees 


SeEATTLE—Many coffee houses 
and food distributors put out sev- 
eral lines of coffee, but usually a 
house has only one top quality cof- 
fee and other brands are second 
and third lines selling at lower 
prices. 

Lang & Co., distributing through 
independent grocers in the Pacific 
Northwest, puts out two top-qual- 
ity lines selling at the same price, 
but distinctive in flavor. Now the 
company has opened a 10-month 
advertising campaign playing the 
two coffees simultaneously, stress- 
ing the characteristics of each and 
declaring that the choice is “all a 
matter of taste...One is sure to 
suit YOUR taste.” 

The coffees are Gold Shield, “a 
superb blend of rich, full-bodied 
coffees,” and Reliance, “mellow- 
flavored.” Each ad in the series 
carries the headline, “It’s all a 
matter of taste.” To illustrate, each 
ad carries a comparison of two 
things in daily life that are matters 
of taste, such as hunting or fishing, 
golf or tennis, blonde or brunette, 
the use of flies or lures in fishing, 
and pudding or gingerbread for 
dessert. 

The campaign uses 35 daily and 
weekly newspapers in Washington 
state. Thousand-line ads are car- 
ried once every two weeks and 
330-line ads once a month in week- 
lies. Small space is used twice 
weekly in dailies and each issue in 
weeklies. 

Point-of-sale material is sup- 
plied to retailers, and Lang & Co. 


sets up retailer displays showing 
the two coffees together. Retailers 
are given quantity discounts on 


their combined purchases of the| ; 


two brands. 

Advertising is handled by Paci- 
fic National Advertising Agency, 
Seattle. 


Bon Ami Introduces 


Glass Gloss in West 

Bon Ami Co., New York, is 
opening a campaign on the Pacific 
Coast and in Texas this week to 
introduce Glass Gloss, a wax-like 
cleaner for glass and silver. 

Newspapers and selective an- 
nouncements will be used in Los 
Angeles, San Francisco, Dallas and 
Fort Worth. Within two weeks the 
campaign will be expanded to Se- 
attle and Portland, Ore. Batten, 
Barton, Durstine & Osborn, New 
York, is the agency. 


Launches Air-Fresh Drive 
Cadet Sales Co., Seattle, distri- 
butor in the 11 western states for 
Air-Fresh, a product of Cadet 
Laboratories, Worcester, Mass., 
has launched a campaign using il- 
lustrations of a skunk, which is 
“fresh as a daisy with Air-Fresh.” 
The initial campaign opened in 
dailies in Washington, Oregon, 
Idaho and Montana and will be 
supplemented with selective radio 
and women’s participation pro- 
grams. Penman Neil Advertising, 
Seattle, handles the account. 


G-E Advances O’Brien 

W. V. O’Brien, assistant general 
sales manager, has been named 
general sales manager of the ap- 
paratus department of General 
Electric Co., Schenectady, N. Y. He 
oe with the company since 
1 a 


Advertising Age, November 8, 19:8 


Nov. 8-10. Southern Newspary »r 
Publishers Association, annul 
convention, Soreno Hotel, St. Pet- 
ersburg, Fla. 

Nov. 15-20. Outdoor Advertisi:.g 
Association of America, 53rd an- 
nual convention, Hotel Peabocy, 
Memphis. 

Nov. 19-21. National Editor: a) 
Association, Newspaper Advert)s- 
ing Service and Weekly Newspay er 
Bureau, fall meeting, Edgewater 
Beach Hotel, Chicago. 

Nov. 29-Dec. 2. Financial Public 
Relations Association, 33rd annual 
convention, Hollywood Beach, Fla. 

Jan. 17-19. Newspaper Adver- 
tising Executives Association, an- 
nual convention, Edgewater Beach 
Hotel, Chicago. 


Jan. 23-26. Advertising Asso- 
ciation of the West, mid-winter 
conference, Santa Barbara, Cal. 

April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 


CBS Promotes Oppenheim 
Charles Oppenheim has been 
named assistant director of pro- 
gram promotion for CBS, New 
York. Before joining CBS last 
April, he was publicity director of 
WINS and WOR, New York. 


Marsh Names Sales Manager 

Charles S. Marsh has been ap- 
pointed sales manager of the Rain- 
bow Lithographing Co., Cincin- 
nati. 


TEENS ARE PEOPLE 


. pO gions A 4 Za 
Th uate dye ROX “ 
\  o—_~ - 


—by Amgal 


“Hey, there’s a game going on! 
Can’t you gals ever pry yourselves loose from that magazine?” 


Fact is, teen-age girls not only read The 
American Girl avidly, cover to cover . . . 
they live by this magazine . . . buy the 
fashions and cosmetics it shows . . . get 
their parents to purchase the brands 
advertised in it, from food to house- 
hold furnishings, typewriters to travel 
trips. ° 

Advertisers are keenly aware of the in- 


THE 
+ 


MAGAZINE 


fluence The American Girl has on teen 
and sub-teen buying habits. The J. N. 
Adam’s store of Buffalo in a recent 
newspaper advertisement called it “The 
*Tween bible” . . . which neatly sums 
up the attitude of retailers all over 
the country. 


You put that influence to work for you 
when you advertise in. . . 


al 


155 East 44th Street, New York 


Published by the Girl Scouts of the U.S. A.—for all girls 
Guaranteed Average Net Paid ABC circulation—450,000 + Now delivering over 500,000 
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THOMAS H. LANE 


An efficient worker, with plenty of work 
to do, Thomas H. Lane is in charge of na- 
tional and retail advertising, sales promo- 
tion, display, package design, publicity 
and public relations for the Rexall Drug 
Company. The size of the job becomes 
evident when it is realized that Rexall not 
only distributes an enormous volume of 
trade-marked merchandise, but manufac- 
tures some five thousand different drug 
and related products under its own brand 
names. Distribution is effected through 
ten thousand affiliated independent drug- 
gists and through the five hundred stores 
of Liggett, Owl, Sontag and other com- 
pany-owned chains. Mr. Lane brings to 
bear on his problems a wide personal ex- 
perience, based on his associations with 
the New York Herald Tribune, radio sta- 
tion WOR, Young & Rubicam, Inc., and 
the U.S. Treasury Department, where he 
was in national charge of the promotional 
campaign on behalf of war bonds. 


aL Ee OS SEE soe eT a Tea es 2 a ee 


3 Always _slve 
a Ll Keading to 


CC Age” 


Says 


THOMAS H. LANE, Vice-President, 
SALES PROMOTION AND ADVERTISING 


REXALL DRUG COMPANY 


“Your editors always seem to be on top of the 
news and trends in the advertising field, ex- 
haust every angle of a story and develop a 
thoroughly intelligent presentation of the facts. 
For these reasons, I always give careful read- 


ing to Advertising Age.” 
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‘Daily News Record’ Boosts 
Subscription Price 


Effective Nov. 1, the basic sub- 
scription price of the Daily News 
Record, New York, a Fairchild 
publication, was increased from 
$18 to $20 a year. 

Canadian and foreign subscrip- 
tion rates are increased from $22 
to $30 a year. Once-a-week sub- 
scriptions will remain unchanged 
at the basic rate of $4 per year; $5 
in Canada, and $7 in foreign coun- 
tries. 


Windex Wax Goes National 


Drackett Co., Cincinnati, is in- 
troducing Windex wax for glass 
nationally with an ad in the Nov. 


Popular Brand 


CIGARETTESE re: 
Gaines ied same, day seceives. gator 


Send Check or Money Order 
SMOKERS SUPPLY — P.O. BOX 69 
Wilmington, Del. 
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8 issue of Life. The company also 
is promoting the product in news- 
papers and selective announce- 
ments in Baltimore, Chicago, Des 
Moines and Sioux City. Young & 
Rubicam, New York, is the agency. 


White Rock Launches 


New York Campaign 


White Rock Corp., New York, 
has started a campaign in New 
York for sparkling water and gin- 
ger ale. The company is sponsor- 
ing George Bryan on a news pro- 
gram three times weekly over 
WCBS, New York, at 11 p.m. and 
Martin Block over WNEW, New 
York, three times a week. 

In addition to subway cards, 
White Rock is advertising in Cue, 
The New Yorker and New York 
newspapers. Kenyon & Eckhardt, 
New York, is the agency. 


Joins Beatty & Oliver 


Richard C. Schroder, formerly 
with Rickard & Co., New York, has 
been appointed art director of 


Beatty & Oliver, New York. 


| Mill f 


© Hutchings 


INCORPORATED 


|for advertisers, 
'studio to 874 N. Wabash, Chicago 


Balaban Predicts 
Video Station May 
Soon Be Profitable 


Cuicaco—“It is possible that 
WBKB, in the near future, will be 
the first television station in the 
industry to reach a break-even 
point.” 

So said John Balaban, director 
of the Balaban & Katz Chicago 
video station, at a meeting cele- 
brating the completion of the first 
phase of the station’s complete re- 
organization. 

Since early summer WBKB has 
junked plans for its football tele- 
vision network between Lafayette, 
Ind., Champaign, Ill., and South 
Bend, Ind. and adopted a $1,200,- 
000 modernization program. 

In the process, almost all video 
equipment .has been replaced, a 
new transmitter is going up on a 
LaSalle St. building, studios have 
been refurbished, both rates and 
expenses have been cut, and the 
weekly loss has been drastically 
reduced. Some of the new equip- 
ment, including four studio cam- 
eras and eight field cameras, al- 
ready is in operation. 

By Christmas, Mr. Balaban de- 
clared, WBKB should have its $30,- 
000 teletranscription recorder, 
which is scheduled for installa- 
tion in the B&K’s Chicago Theater. 
First recorder of the type already 
is operating in the Paramount The- 
ater in New York. 

Whiie the devices are still ex- 
pensive, mass production is ex- 
pected eventually to make it pos- 
sible to show full-screen television 
productions in some 40 key the- 
aters of the chain throughout the 
Midwest. Since transmission is by 
cable, the audience is restricted to 
the theater, thus complying with 
FCC regulations on charging ad- 
mission to television shows. 


Printing Industry Elects 
Carl Dunnagan President 


At its annual convention in Chi- 
cago (AA, Oct, 25), Carl E. Dun- 
nagan, president of the Inland 
Press, Inc., Chi- 
cago, was elected 
president of the 
Printing Industry 
of America, Inc. 

Mr. Dunnagan, 
a veteran of 25 
years in the in- 
dustry, organ- 
ized the Inland 
Press in 1933, 
held the  presi- 
dency of the 
Graphic Arts As- 
sociation of Illi- 
nois in 1944, helped found the PIA 
in 1945, and served as president 
of the Union Employers Section, 
PIA, during 1946-47. 


‘Calling All Girls’ 
Changes Closing Dates 


Calling All Girls, published by 
Parents’ Institute, New York, will 
advance its closing dates, effective 
with the March, 1949, issue. The 
order closing date for black-and- 
white ads will be the seventh of 
the second month preceding date 
of issue and complete copy will be 
accepted as late as the 14th of that 
month. Closing date for color also 
has been revised. 

The size will be enlarged, chang- 
ing the page depth from 10%” to 
11144”. Bleed-page size, only, will 
be affected in the change. The 
issue date has been advanced from 
the first to the 25th of the preced- 
ing month. 


E. Willis Jones Moves 

E. Willis Jones, specializing in 
design and typographic planning 
has moved hi 


Cc. E. Dunnagan 


His Glencoe, IIl., studio is located 
at 300 Palos Rd. 


Goodlett Joins B&B 

George Goodlett, former ac- 
count executive with J. M. Mathes. 
Inc., New York, has joined Benton 
& Bowles, New York, as an as- 
sistant account executive on the 


Post’s cereals account. 
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Denny forum first accepted 


it for himself. 


too careful. 


Public relations override ordinary business considerations. 
What is perfectly routine and safe from a business contract- 
ual standpoint may hide the makings of a public controver- 
sy over ethics. For example, probably neither George V. 
Denny nor the ABC network ever foresaw the present com- 
plaint to the Federal Communications Commission anent the 
clause which commits “America’s Town Meeting of the Air” 
to ABC exclusively, while ABC in turn agrees to accept no 
similar program. And yet they now stand accused by the 
American Civil Liberties Union of excluding others from 
the right of forum-type free discussion. 


The p.r. angles are worth studying. They cannot be divorced 
from the original reactions when, only a few years ago, the 


real accusation has not been against the co-op advertisers. 
Nobody has alleged they influenced choice of topic or speakers. 
Rather it has been inferred that Denny, anxious for commer- 
cial renewals, has guided his forum by a divided ideal. 


As to that, there can be honest division of opinon. But it 
remains moot as to whether sponsorship is desirable for dis- 
cussion programs. This is of the same order of dilemma as 
whether magazines with huge dry circulations should carry 
liquor copy. Forums, by definition, are of major interest to 
precisely the sort of people who will take seriously the ACLU 
complaint that George Denny had the right of veto against 
Ted Granik’s “American Forum of the Air.” From a pure 
business standpoint he was simply defending his own program. 
But the p. r. implication is less admirable. It seems to suggest 
a monopoly in forum-type discussion vested in one man and 
enforced by that man against another who is, in effect, a 
business competitor. He who proclaims free speech, reserves 


Ted Granik’s forum has in the meantime returned to Mutual 
(also under sponsorship) and the incident at ABC is therefore 
largely academic. But imaginative business men will not be 
slow to see the point: In public relations matters you can’t be 


Teleradio Mans Corner 


It is a truism of our time that the most aloof public-be- 
damned corporations are one by one coming to public re- 
lations grace. Certainly the whole teleradio field is shot 
through with direct and indirect p.r. implications. 
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Appoints Lindsay Agency 

Lindsay Advertising Agency, 
New Haven, Conn., has been ap- 
pointed to handle the advertising 
of the New Haven Trap Rock Co., 
New Haven, marketer and pro- 
ducer of road building material. 
Direct mail will be used. 


Telechron Names Chirurg 


James Thomas Chirurg Co., Bos- 
ton, has been appointed to handle 
the advertising of the industrial 
division of Telechron, Inc., Ash- 
land, Mass., subsidiary of General 
Electric Co. 


Gets Lane Tobacco Account 


Lane Ltd., New York, manufac- 
turer of tobaccos and cigarets, has 
named Kiesewetter, Wetterau & 
Baker, New York, to handle the 
advertising for Eringold, Royal 
Canadian and Ten Twenty smok- 
ing tobaccos. 


Food Town to Wolft 


Lester L. Wolff Advertising 
Corp., New York, has been named 
to handle the advertising of Food 
Town, a chain of supermarkets lo- 
cated throughout Westchester 
County. 


information now! 


Publishers Representative 


1319 Terminal Tower 
Cleveland 15, Ohio 


926, 


Daily Circulation In 


WEALTHY OHIO 


Ohio is growing faster industrially than any other 
state east of the Mississippi. 50% of this industrial 
investment is in cities of 75,000 or less. And this is 
the market dominated by the 49 newspapers of the 
Ohio Select List with 526.313 daily circulation and 
over 1,500,000 daily readers. Don’t neglect one of the 
nation’s fastest-growing markets. Write for further 


OHIO SELECT LIST NEWSPAPERS 


JOHN W. CULLEN COMPANY 


313 


SELECT LIST 
NEWSPAPERS 
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Win More Sales, 
Offset Ad Costs, 
Walgreen Exec Says 


Cuicaco—lIncreased sales must 
ie extracted from store ads to 
counteract increased media costs, 
Orville G. Gile, advertising direc- 
tor of Walgreen Drug Stores, told 
150 executives at the company’s 
f:fth annual conference, held here 
recently. 

“The public is price, quality and 
value conscious as it never was be- 
fore,” Mr. Gile said in explaining 
his department’s reaction to in- 
creased linage costs of advertising 
media. “They are discriminating 
buyers; we must be discriminating 
advertisers.” 

The Walgreen ad chief outlined 
a six-point program for Walgreen 
store managers to follow in getting 
the most out of the more than $3,- 
000,000 which the company spends 
annually on advertising. In part, 
the program calls for the merchan- 
dising of ads to be kept closely 
tuned to the public’s desires; in- 
forming personnel of the adver- 
tisement’s contents, and full use 
of the company’s flexible mat ser- 
vices, which permit out-of-town 
managers to adjust their copy to 
fit local conditions in seeking the 
maximum of sales. 

C. R. Walgreen Jr., president of 
the chain, told the conference that 
company sales hit another record 
high for the fiscal year which 
ended Sept. 30. The profit goal 
for the coming year should be met, 
despite increased operating expen- 
ses, by a high sales volume, he 
said. That volume can be main- 
tained by a closely controlled in- 
ventory, sound values in merchan- 
dising, and an improved, more ef- 
ficient sales staff. 

Walgreen sales for the fiscal 
year 1948 totaled $163,260,827, 
compared with $154,929,238 in 
1947, 


Seiberling Shifts Three 

J. L. Cochrun, vice-president in 
charge of sales of Seiberling Rub- 
ber Co., Akron, has been named 
executive vice-president of the 
company. L. M. Seiberling, gen- 
eral sales manager, has been ap- 
pointed to succeed Mr. Cochrun as 
vice-president in charge of sales. 
Succeeding Mr. Seiberling as gen- 
eral sales manager is Charles A. 
Reed, who has been assistant to 
the president. 


Gets Kamen Soap Account 

The House of J. Hayden Twiss, 
New York, has been named to 
handle the advertising of the 
Kamen Soap Products Co., New 
York and Barbarton, O., manu- 
facturer of soaps, fatty acids and 
detergents. Trade publications will 
be used. 


Squirt Boosts Lowander 

Reg Lowander, sales promotion 
nanager, has been named adver- 
‘ising and sales promotion man- 


iger of Squirt Co., Beverly Hills, 
Cal. 


NOW— 
ALBUMS, TOO 


. 
= 


Covers are made of good laoking, dur- 
able Bestex artificial leather. Stocked 
in 9” x 11” and 1114” x 14” sizes. Other 
sizes to order, Choice of Swing-O- 
Ring, Multiple Ring, and several 
other types of binding. -Inexpensive. 
Ask for quotations. 


GLENFIELD PLASTICS, INC. 


35 DeWitt St., Beaver Falls, N. Y. 


\dvertising Age, November 8, 1948 


Industrial Editors Elect 


William D. Dineen, Allis-Chal- 
mers Co., Cincinnati, has been 
elected president of the Cincin- 
nati Industrial Editors’ Associa- 
tion. Fred Scrinischer, of Schenley 
Distilleries, Inc., has been named 
vice-president. Jane Alexander, 
of the Community Chest, has been 
appointed secretary, and Louis 
Fields, Container Corp., treasurer. 


KRNT Promotes Elliott 


Paul M. Elliott, local sales man- 
ager of Station KRNT, Des Moines, 
has been promoted to commercial 
manager of the station. Charles 
M. Butler, formerly sales manager 
of Station KTRI, Sioux City, has 
been named a sales representative 
of KRNT. 


Names Brisacher, Wheeler 

The Milk Dealers Association of 
Metropolitan New York, Inc., has 
appointed Brisacher, Wheeler & 
Staff, New York, to handle its ad- 
vertising. The dealers recently 
launched a campaign in New York 
City newspapers using the theme, 
“The Plain Truth About Milk.” 


Zeder-Talbott Names Searle 

Barbara Searle, formefly direc- 
tor of publicity of Biltmore Thea- 
ters, has been named head of pub- 
licity for the Hollywood office of 
Zeder-Talbott, Inc. 


Reilly Agency to Move 

J. M. Reilly Co., Boston agency, 
will soon move to new offices at 
260 Tremont St. 


| years. CBS is not expected to name | Hika, Wis. 
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a replacement in press information 


Arthur Perles, assistant director | at this time. 


of press information at CBS for| 
the past six years, has been named | 
supervisor of special promotions in|} Deuss-Gordon Advertising 
New York. Mr. Perles, a former! Agency, Chicago, has been ap- 
New York newspaper man, has| pointed to direct the advertising 
been with the network for ten/|of-Rutherford’s New Surf Hotel, 


CBS Advances Perles 


Appoints Deuss-Gordon 
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—yes, thousands more readers in the 
A.B.C. City and Retail Trading Zones 


than any other daily— 


The NUMBER ONE Buy in the West’s NUMBER ONE Market 


(7-44 RALD-EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, 


INC. 
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LeQuatte Defends Flako’s 
New England Sales Position 

To the Editor: Your Oct. 18 
issue carries on Page 63 a story 
with a Rochester, N. Y., date line. 
It states, “Good Luck Food Co., 
a subsidiary of R. T. French Co., 
claims that its Good Luck brand 
has for many years been the 
dominant pie crust mix through- 
out New England.” As the ad- 
vertising agent handling Flako 
Products Corp. since 1927, we 
challenge that statement. 

In support of our questioning 
that, I send you with this letter 
the 10th Annual Survey of the 
New England Market, made by 
46 New England newspapers. This 
shows the per cent of retail dis- 
tribution on Flako pie crust mix 
and Good Luck pie crust mix 
starting with the year 1940. The 
current year 1948 shows that 
Flako has 95% distribution and 
Good Luck 36% distribution. 

I have just checked the 46 in- 
dividual cities and find that Good 
Luck does not lead us in a single 
instance. In fact, Flako is led 
only once and that in Pawtucket, 
R. I. With that single exception, 
they lead every other pie crust 
mix in 46 cities. 

Naturally, the most important 
one of those 46 cities in New 
England is Boston, and attached 
you will find The Boston Market 
Monthly Grocery Inventory, made 
by the Boston Herald Traveler. 


This is for the month of Septem- 
ber, 1948, and shows consumer 
purchases in 70 stores in that city. 
Flako has 56% of the purchases 
and Good Luck has 5%% of the 
purchases. 
H. B. LEQUATTE, 
President, H. B. LeQuatte, Inc., 
New York. 


Here's a Testimonial 
With Bad Overtones 
To the Editor: The comments of 
Mr. Thill about what a lemon that 
“Cigaret Hangover” theme is can- 
not go un-challenged. It took me 13 
years to find out how mild a cer- 
tain cigaret can’t be. I switched to 
Philip Morris with definitely no- 
ticeable results in avoiding that 
hangover—and that was before 
they picked up that theme. 
Since then, I’ve had a better 
idea. I’ve quit smoking. 
WILLIAM D. STROHMEIER, 
New York. 


Debates Mileage As Basis 
in Counting Traffic Deaths 

To the Editor: All credit to Ad- 
vertising Council for its safety 
campaign. - 

A 

The statistics handed to the 
spokesman based on accidents per 
millions of miles traveled skirt 
close to fantasy. 

On such a basis, all you need do 
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Look to Louisville... 


More livestock is marketed 
in Louisville than in any city 
south of the Mason-Dixon 
line. 
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of a rich metropolitan city area 
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This department is a reader’s forum. Letters are welcome. 
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to minimize traffic death rates is 
change the average of miles trav- 
eled per car. Who knows it? 

In actuality, a child is dead after 
being smashed to pulp, no matter 
what the average mileage calcu- 
lated for that particular day. 

What we need is a campaign to 
stop traffic accidents—Period. 

Traffic deaths are rising. They 
cause tragedy. They cost millions. 
Glamorous figures of millions of 
miles are no solace. 

No one knows the answer to 
traffic deaths and accidents. A lot 
of people are working at it sin- 
cerely, including the Advertising 
Council. All possible ways and 
means are employed. But fancy 
statistical calculations are no help. 

Every American must gag on a 
nauseating fact ... automobiles are 
killing more people. Look sharp. 
You may be next. 

T. R. CRAWForD, 

Publicity Chairman, Pittsburg 

Safety Council, Pittsburg, Kan. 


Editor’s Note: Mr. Crawford ob- 
viously has a point. As long as 
there is a single traffic death any- 
where, we will not be doing as 
good a job as we should. But sta- 
tistics based on traffic fatalities 
per millions of miles travelled 
don’t skirt any closer to fantasy 
than would actual figures. Other- 
wise, one could prove that Pitts- 
burg, Kan., is a much healthier 
spot than Pittsburgh, Pa., by quot- 
ing the actual figures on deaths in 
the two communities, without tak- 
ing into account the difference in 
the population size. And anyhow, 
the Advertising Council didn’t in- 
vent the _ fatalities-per-million- 
miles designation; that’s the stan- 
dard measurement used by the Na- 
tional Safety Council. 


Votes for Product Picture 
in Every Ad 

To the Editor: I have been a 
reader of ADVERTISING AGE for a 
number of years and like The Cre- 
ative Man’s Corner very much. 

I thought of him when I came 
across the enclosed advertisement 
in a recent issue of Life. The first 
thought that occurred to me was 
that if someone held his hand over 
the firm name on the bottom of 
the ad, he would have a very 
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PRODUCT?—A reader points out that, 

with a very small portion of the copy 

covered up, the product advertised here 
could be anybody's guess. 


hard time to decide at first glance 
what this advertiser was trying 
to advertise. 

Personally I like to see a pic- 
ture of the product in every adver- 
tisement and when they become 
too “ultra-ultra” they defeat their 
own purpose, as far as I am con- 
cerned. 

I believe that an article featur- 
ing this type of “elusive” adver- 
tising would be of interest to Ap- 
VERTISING AGE readers. 

Tell the Creative Man to keep up 
the good work! 

ARTHUR WEINMAN, 

Weinman Brothers, Chicago. 


In All Fairness, Boeing 
Would Be Interested if— 

To the Editor: Just so my bosses 
on “Stop the Music” won’t think I 
am a complete idiot—I honestly 
never asked for or expected to get 
a super-colossal gigantic million 
dollar airplane from Boeing to toss 
into our jackpot as the letter you 
reprinted in your issue of Oct. 18 
date seems to indicate. 

Here is what happened. In my 
normal snooping for interesting 
and delectable merchandise, I was 
on the lookout for a sensibly priced 
private plane of the type made by 
Stinson and Aircoupe, and I had 
been given a tip by someone (who 
shall remain forever anonymous) 
that Boeing was going into pro- 
duction of this sort of little plane. 
Naturally the laugh was on me 
when I found that Boeing still con- 
centrated its total affection on its 
million dollar babies. However, 


Advertising Age, November 8, 194: 


in all fairness, in quoting the lette 
that Mr. Cleveland of Boeing Air 
craft wrote me, you neglected t 
include his last paragraph in whic 
he went on to say: “Seriously, 
am sure you are not aware the 
we manufacture only large, four 
engine airplanes, which have 
value of from six hundred thou 
sand to two million dollars. W 
are well aware of the publicit: 
value of ‘Stop the Music’ and i 
we had a product adaptable t 
your program I can assure you w: 
would be interested.” 

BLUMA GOoopDsOoN, 
Merchandising Director, Stop th 
Music, New York. 


Answers Creative Man's 
‘Stuffed Shirt’ Comment 

To the Editor: I saw red when | 
read the Oct. 11 issue of “The 
Creative Man’s Corner.” After 
studying the appeals used by vari- 
ous churches for the past five 
years and working with churches 
over the same period of time, | 
could not start my work today 
until I had written the attached 
reply. I sincerely hope that you 
can publish it. 

WILtarpD A. PLEUTHNER, 
Batten, Barton, Durstine & 
Osborn, Inc., New York. 

P. S. I like your new format and 
type styles. To me it makes 
ADVERTISING AGE look more inter- 
esting and easier to read. 


To Tue GHost WRITER 
Or THE CREATIVE MAN’sS CORNER 

It was encouraging to see that a 
church advertisement—‘The 
Stuffed Shirt’’—had enough 
stopping qualities to stop you and 
interest you. This letter is not 
written to defend the copy. You 
happen to have seen an advertise- 
ment which is not as good as the 
rest in the series. Other adver- 
tisements in this series produced 
by Mr. Keister are good enough 
to be considered for annual 
awards. 

However, I do take issue with 
several of your statements. One: 
your statement that no new ap- 
peals have been uncovered to 
“drive the folks back to the church 
in droves.” New and effective 
appeals for church going are be- 
ing uncovered and used every 
Sunday all over the country. How- 
ever, most of them are not de- 
signed to “drive” people to church. 
Progressive ministers have found 
that it is difficult, if not impos- 


Which one 


screening test? || 


If you're interested in loyalty — 


loyalty to your brands — it’s the one 


on the right. He’s the 


Gardens reader — and with his wife 

he spends an income among the high- 
est for all big magazines, for everything 
that goes into a comfortable home. 
BH&G, with a 100% service content 

on better living, screens these 
heavy-buying customers for you. 
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ible, to drive people to church, 
ust as it is difficult and impossible 
» drive people to purchase mer- 
handise or patronize retail out- 
ets. 

The new and effective church 
ippeals of today are ones which 
ffer the church-goer and the non- 
hurch-goer certain values which 
‘an not be secured from any or- 
sanization outside of the church. 
Yne new appeal which is being 
ised by more and more churches 
was developed by Alex F. Osborn. 
[t is based on sound psychology 
ind supported by facts. This basic 
ippeal is, “Church Going Fami- 
lies Are Happier Families.” One 
of the many facts which support 
this appeal, is that records show a 
smaller percentage of church- 
goers get divorces than non- 
church-goers. 

From your critical corner, you 
ask whether the church product 
has lost its efficacy. This is dis- 
proved by the fact that church 
going is now at an all-time high. 
This record-breaking attendance 
is proof of the fact that the 
church is still giving those who 
attend, inspiration, comfort and 
peace of mind. 

When one compares the popu- 
larity of the “church-product” 
with that of any commercial prod- 
uct, he finds that this world-old 
product still has more customers 
and followers than any other 
product in history. Every Sunday 
more men, women and children 
express their approval of this 
product, than those who purchase 
or use any other advertised prod- 
uct in existence. 

Product-research shows that 
the church still stands higher in 
the esteem of the public than any 
other institution. 

Unfortunately, most people who 
question the popularity and effec- 
tiveness of the church have not 
sampled this “product” recently 
or frequently. They judge the 
churches of today without dark- 
ening their doors, except for their 
annual Christmas or Easter pil- 
grimage. So often these annual 
appearances are not satisfactory 
because the standing-room-only 
locations are usually occupied by 
the perennials. 

If these hardy perennials would 
sample the product on other Sun- 
days, they would have a different 
opinion of the church. If they 
sampled various churches until 
they found one that they liked 
best, there is a good chance that 
they would become more or less 
regular church-goers. 

However, these critics of the 
church do not do the same samp- 
ling job on churches as a carry- 
out when they buy a radio, an 
appliance, or even a pair of shoes. 
They do not shop around until 
they find a church which fits them 
and which they like best. If they 
would take as much time to find 
a church they like, as they take 
to find merchandise they like, 
they would discover that the 
church still has the same exclusive 
benefits to give them. Yes, they 
would discover that “Church 
Going Families Are Happier 
Families.” 


Agencies Equally to Blame 
for Misleading Ads? 


To the Editor: In the Oct. 25 
issue [This Week in Washington], 
Mr. Cohen reports that the Federal 
Trade Commission has so far failed 
“to reflect any of the change of 
heart suggested by Trial Examiner 
Hier, who recommended dismissal 
of complaints issued against Pedlar 
& Ryan and Young & Rubicam for 
Ipana advertising.” The item states 
that Mr. Hier “sees no need to pun- 
ish an agency where false and mis- 
leading ads can be traced to the 
client.” 

I feel that Mr. Hier is taking the 
wrong attitude in trying to show 
that the agency is not responsible 
for “false and misleading ads.” 


Although an advertising agency 
does serve as the agent of the 
client and therefore a client as 
principal is legally responsible for 
any acts of its agent, at the same 
time the basic relationship between 
advertising agencies and their cli- 
ents is such that the agency is 
responsible, in my opinion, for ma- 
terial that it places with publishers, 
whether or not the particular idea 
originates with the agency. I see 
no point in an agency trying to 
evade that responsibility, and we 
all recognize there are many in- 
stances of national note where 
agencies have refused to jeopar- 
dize their good name by being in- 
volved with advertising themes or 
plans proposed by clients, on 
which the agency differed. 

In this instance, or in any other, 
where “false and misleading ads” 
are concerned, I think it is a 
serious reflection against all adver- 
tising. I should like to see the 


various advertising and publishers’ 
associations take more aggressive 
action to prevent such abuse of the 
public’s confidence, before such 
matters reach the legal stage, or 
require policing by the govern- 
ment agency. 
Witrrep B. WELLS, 
Boston. 


‘Highlights’ to Reproduce 
‘Thin Ice’ Editorial 


lated on its Oct. 
“Sooner or Later, Thin Ice Cracks. 


sist order from FTC. 


To the Editor: ADVERTISING AGE 
certainly deserves to be congratu- 
4 editorial— 


I have expressed the thought 
many times in my little publica- 
tion that if the leading advertis- 
ing journals pointed more editor- 
ial fingers at users of misleading 
advertising, it would prove more 
effective than the cease and de- 


I would like very much to pass 


this editorial along to the readers 
of Advertising Highlights and 
hope you will have no objection. 
I hope to see more finger-point- 
ing of this sort by AA. 
Georce L. KINTER, 
Publisher, Advertising High- 
lights, Pittsburgh. 
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BURBANK, CALIF.=; 
“WHAT A MARKET" 


1920 Pop. 2,913 
1930 = 16,663 
1940 Pop. — 
. - ye 76,681 
BURBANK DAILY REVIEW 


Burbank's Only Dally Newspaper 
SS eee 


‘The Key to 


Succesogut 


Tell us about your” 
offer and we will 
recommend suit-~ 
able lists. 


“GABRIEL HEATTER’S MAIL BAG” 


Monday thru Friday 10:30-10:45 A.M. 


on WGN 


is more than just an answer to his letters — it’s the 
answer to an advertiser’s dream. This famous person- 
ality is now available to a local advertiser on WGN at 
a bargain talent rate. This combination of “Gabe” and 
WGN is one that can’t miss —so ask us for full details. 


A Clear Channel Station... 
Serving the Middle West 


MBS 


235 Montgomery St., 


Chicago 11 
Illinois 
50,000 Watts 
720 — 
OnYour Dial 4g 


Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 


Representatives: Keenan and Eickelberg 
pg e 2978 Wilshire Blvd., Los Angeles 5 


San Francisco 4 
710 Lewis Bidg.. 333 SW Oak St., Portland 4 


A SHOW THAT SELLS 
A PERSONALITY THAT SELLS 
A STATION THAT SELLS 


The host is Gabriel Heatter, who 
takes time out from commenting on 
the news and answers personally many 
of the interesting letters he receives. 
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Margarine Group 
Spurns Dairy Terms 
for Repeal of Taxes 


Wasuincton—Another round in 
the fight to repeal taxes on mar- 
garine was signalled as three 
leading dairy organizations said 
they are willing to support 
repeal—if it is coupled with a 
flat ban on manufacture or sale 
of margarine “colored yellow in 
semblance of butter.” 

The dairy statement was signed 
by American Butter Institute, 
National Creameries Association 
and National Cooperative Milk 
Producers Association, and was 
released simultaneously here, and 
in New York and Chicago by Hill 
& Knowlton, Inc. 

At the same time, Charles W. 
Holman, Secretary of the National 
Cooperative Milk Producers Fede- 
ration, appearing before a con- 
vention of the Milk Industry Foun- 
dation in Atlantic City, explained 
that the new sirategy would pro- 
tect consumers against “commer- 
cial yellow” butter imitations sold 
and served as butter, and would 
protect dairy farmers against loss 
of their markets through unfair 
competition. 

Paul T. Truitt, president of the 
National Association of Margarine 
Manufacturers, promptly replied 
that “butter’s claim that it has 
any monopoly on the color yellow 
is ridiculous.” 

Asserting that he looked for- 
ward confidently to repeal of anti- 
margarine legislation at the next 
congressional session, Mr. Truitt 
said “butter is the only product 
made in this country or any other 
country that we know of which 
claims a monopoly or preemptive 
right to any color.” 

He said, “consumers prefer their 
table spreads yellow. To give them 
' the color they want, butter—with- 
out penalty—freely uses artificial 
coloring. In all fairness, margarine 
should be permitted to do the 
same.” 


Sive Agency Appoints Four 
Robert G. Grannen, formerly 
an account executive of Station 
WCKY, and Jack G. Lowlow have 
joined Leonard M. Sive Associates, 
Cincinnati, as account executives. 
Jack C. Sharp Jr., radio director, 
has been appointed production 
manager. Joseph L. Love has been 
made copy chief of the agency. 


Gn the Heat 


or DETROIT 


FACING GRAND CIRCUS PARK 


The Tuller, a modern hotel for 
those who want the best! Con- 
venient to Offices, Theaters, 
and Shops. Friendly, courte- 
ous service and real Hotel 
Comfort. The Tuller Coffee 
Shop or Cofeteria for your 
Dining Pleasure at modest 
prices. It poys to stay oat 
Hotel Tuller. 
Visit Our 

COCKTAIL LOUNGE 
ONE OF DETROIT'S FINEST 


800 ROOMS $75 
WITH BATH FROM 


HOTEL 


TULLER 


RICHARD C. HODGES, Mgr. 


« 
@ 


Fuston Joins Jewell 


Kahn’s 
joined Jewell Advertising Agency, 
Oakland, Cal., as production man- 
ager, The agency has been named 
to direct the advertising of the 
Candell Studios of Music, Oakland. 


Steele Appoints Kleban 


gram-production manager of Sta- 


Kroger Promotes Fraser 


Forrest Fraser, household sup- 
plies merchandising manager of 
Kroger Co., Cincinnati, has been 
appointed to the newly created 
position of assistant manager of 
grocery merchandising. Howard 
Kruger, product buyer, will suc- 
ceed Mr. Fraser. 


Bill Fuston, 


Department 


formerly with 
Store, has 


Firestone Names Swinehart 

E. H. Swinehart has been named 
in charge of the media department 
of Firestone Tire & Rubber Co., 
Akron. He succeeds J. M. Bristow, 
who has resigned. 


Monte Kleban, formerly pro- 


tion WOAI, San Antonio, has been 
named an account executive of 
Steele Advertising Agency, Hous- 
ton. 


Takes TV Show for Jays 


Special Foods Co., Chicago, for 
Jays potato chips will sponsor a 
new video comedy program; Daffy 
Derby, starting Nov. 10. The show 
will be heard over WBKB, Chi- 
cago, Wednesdays at 7:30. Kauf- 
man & Associates, Chicago, is the 
agency. 


Hutton Names Erwin, Wasey 


E. F. Hutton & Co., Los Angeles, 
has named Erwin, Wasey & Co., 
Los Angeles, to handle its adver- 
tising in the Los Angeles and Ari- 
zona areas. 
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Rejoins Scheibner Agency 


Max McClellan has _ rejoined 
Hugo Scheibner, Inc., Los Angeles 
agency, to supervise the coordina- 
tion of mechanical and creative 
departments. Mr. McClellan was 
ene of the original members of 
the agency. 


G-E Adds Two Video Sets 


General Electric Co., Syracuse, 
has added two television sets to 
its line—a $359.95, 10” console, its 
lowest priced video console, and a 
$389.50 (in the East), 12” table 
model. 


WHAT YOU CAN DO 
10 BUILD 
WORLD PEACE 


If you are a responsible executive of an 


American business enterprise, or adviser to 


one, this message may give you a different 


picture of the important role you play in 


world peace and prosperity. 


This is a simple message, but one that we think 
will mean a great deal to you and to your business 
enterprise. 


It assumes that you want world peace because you 
agree that only world peace can assure true uni- 
versal prosperity. 

Your productivity is the key 

to peace and prosperity 


The key to this great current hope—peace and prosperity 


for everyone in the world—is t 
ican business and industry. 


he productivity of Amer- 


At no time in history has the economic future of the 


world depended so completely on the productivity and 


economic stability of one country . . . the United States. 


No foreign policy—no matter how forceful, no matter 
how adept—can settle the world’s problems if our econ- 


omy, our business, our trade, 
duce. 


and industry fail to pro- 
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Glenn Moves Dallas Oftice 


Glenn Advertising, Inc., has 
moved its Dallas office from the 
Liberty Bank building to 2909 
Maple Ave. O. S. Bruck, formerly 
with Ratcliffe Advertising Agency, 
is now associated with Glenn’s 
Dallas office. Arnold C. Shaw has 
been transferred from the agency’s 
Fort Worth office to Dallas, where 
he will direct the newly created 
public relations department and 
coordinate advertising and sales 
promotion for the Frito Co. ac- 
count. 


Medicine Spending 
$1,000,000 in PR 


RuTHERFORD, N. J.—Organized 
medicine in the United States is 
spending about $1,000,000 a year 
in public relations, according to 
a round-up of state and national 
programs published in the Novem- 
ber issue of Medical Economics. 

The largest single amount is 
$397,000, the magazine states, the 


total public relations budget of, 


the American Medical Association. 
The remainder, approximately 
$600,000, represents programs fin- 
anced by some 30 different state 
medical societies. 

The field is currently being 
studied by Lawrence Rember, ex- 
ecutive assistant of the American 
Medical Association, who has 
called a meeting in St. Louis on 
Nov. 27 of 150 state society of- 
ficers seeking “national cohesion 
for medicine’s public relations 
campaigns,” the magazine states. 


Two-thirds of the total AMA 
budget for public relations is for 
exhibits, radio and television, the 
magazine reports. Mr. Rember 
lists the following six most press- 
ing public relations objectives to 
be discussed at the November 
meeting: 

(1) Selling the need for public 
relations to individual doctors. 

(2) Solving the problem of un- 
answered night calls. 

(3) Ending rebate practices. 

(4) Boosting enrollment in med- 


People want to know whether free 
enterprise can do the job 


If you believe this, and we think you do, then you know 
how vitally interested people are in knowing whether 
free enterprise can do the job.... 


They want to know what you are contributing . . . in the 
products you make, the employment you provide, the 
services you offer... to meet this great challenge. 


You know that you can meet this challenge only if you 
have complete public confidence. The public has a right 


to know...and you have a responsibility to tell them. 


Whatever you make, whatever you sell, eventually 
plays a part in this continuous force of American pro- 
ductivity. 


Advertising is the new language of peace 


We think you ought to tell the world about it in your 
advertising. Because advertising is the greatest medium 
of mass communication at your command. It lets you 
tell your story, in your own way. 


Two unusual opportunities for you to tell your story to 
the world are at hand in two special sections planned by 
The New York Times: 


REVIEW and FORECAST of U.S. BUSINESS, INDUSTRY and FINANCE 


a complete and authoritative survey of the U.S. economy as it is and as 
it promises to be... to be published in The New York Times on 
January 3rd, 1949 


REVIEW and FORECAST of INTERNATIONAL TRADE and INDUSTRY 


a comprehensive and expert survey of the world’s economy as it is and 
as it is likely to develop ...to be published in The New York Times on 
January 4th, 1949 


Together, these special sections represent the most 
ambitious editorial undertaking of this kind by The 
New York Times since the war. They will provide a 
factual and objective picture of the world economy that 
will be must reading for everyone concerned with the 
state of the world. 

In The New York Times, these sections will reach 


businessmen, industrialists, bankers, merchants, law- 
yers, teachers, editors, ministers, public officials, stu- 


dents ... all over the country. They will reach peo- 
ple whose thinking is important to you . . . because it 
influences the thinking of so many others . . . people 
whose individual opinions multiply rapidly into public 
opinion. 

To tell your story so that it makes the impact you want 
upon these people . . . youcan find no better background 
than these sections. We suggest you get full details about 


them now ... from any of our advertising offices. 


The New Pork Cimes 


“ALL THE NEWS THAT’S FIT TO PRINT” 


New York: 229 West 43rd St. * Boston: 140 Federal St. * Chicago: 333 North Michigan Ave. * Detroit: General Motors Building 


Los Angeles: Sawyer-Ferguson-Walker Co., 645 South Flower Street * San Francisco: Sawyer-Ferguson-Walker Co., Russ Building 


ical pre-payment plans. 


(5) Cooperating with farm, la-. 


bor and co-op organizations. 
(6) Working more closely with 
lay health agencies. 


CBS Names Hayes V.P. 

Arthur Hull Hayes, general 
manager of WCBS, New York, 
since 1940, has 
been named vice- 
president in 
charge of the 
CBS San Fran- 
cisco office. He 
will take over his 
new duties as 
soon as the trans- 
fer of KQW and 
KQW-FM to CBS, 
approved by the 
FCC, has been 
completed. 

Mr. Hayes has 
been with Columbia for 15 years. 


Arthur Hayes 


Publishes Largest Issue 


The November issue of House 
Beautiful contains 362 pages, 
exclusive of covers, making it the 
magazine’s largest issue. 


yr. UY 


yst BETy, 
3 5 GIRLS. _ 


They tell me it’s true — 


The past year The Nation’s 
Agriculture received 49,580 re- 
quests for dress and needle- 
craft patterns. 


Now if I were a smart adver- 
tiser I’d analyze that. 


Nation’s Agriculture circula- 
tion has been going up fast. It 
now reaches 1,275,491 farm fam- 
ilies — and that includes over a 
million top farm women... 
wives of America’s rural leaders. 


If you want to reach this 
Influential Million farm families 


—just write George Chatfield of 


She Nation's 
AGBRICULTURE 


OFFICIAL PUBLICATION FOR 


1,358,810 


FARM FAMILIES OF THE 


AMERICAN FARM BUREAU FEDERATION 
109 North Wabash Ave., Chicago, Ill. 
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CAA Elects Morgan Eastman 
Morgan Eastman, of McConnell, 
Eastman & Co., Toronto, has been 
elected president of the Canadian 
Association of Advertising Agen- 
cies. Hector Fontaine, of Canadian 
Advertising Agency, Montreal, has 
been named vice-president, and 
Harry M. Tedman, of J. J. Gib- 
bons Ltd., Toronto, has been 


elected secretary-treasurer. 


John Miller Joins Buchen 

John A. Miller has resigned as 
advertising manager of Chicago 
Show Printing Co. and Mystic Ad- 
hesive Products, Chicago, to join 
the Buchen Co., Chicago, as assist- 
ant account executive. He formerly 
was advertising manager of Bur- 
lington Trailways. 


ADS PULL BETTER 
Illustrated with EYE * 
CATCHERS photos. 
Dramatize covers, house 
organs, posters, every 
promotion job. 100 new 
photos monthly. Used 
by biggest advertisers. 
Write for new FREE 
proofs No. 108. 


EYE* CATCHERS, Inc., 10 East 38 St.,N. Y.C.16. 


Armour Makes Offer 
of Chiffon Premium 


Cuicaco—Armour & Co. is offer- 
ing dealers who carry its Chiffon 
soap flakes a Christmas premium 
package of 66 assorted Christmas 
wrappings through grocery trade 
publication ads. 

The premium package, avail- 
able for a Chiffon box top and 
25¢, is scheduled for mention in 
both Nancy Sasser’s and Jessie de 
Both’s shopping columns and on 
the company’s CBS web show, 
“Hint Hunt.” 

Dealers are also invited to let 
Chiffon representatives set up 
special Chiffon Christmas displays, 
with posters, banners and window 
streamers. 

Foote, Cone & Belding is the 
agency. 


Colonial to von Zehle 

The Colonial Travel Bureau, 
New York, has appointed William 
von Zehle & Co., New York, to 
handle its advertising. 


DMAA Offers Exhibits 

The campaigns of the winning 
Direct Mail Advertising Associ- 
ation’s 1948 “Best of Industry” are 
available to organizations for ex- 
hibit. Companies requesting the 
campaigns should write DMAA 
headquarters at 17 E. 42nd St., 
New York. The only expense in- 
volved to exhibitors is defraying 
the transportation cost. Shipment 
weight is about 500 pounds. 


IBM Pushes New Typewriter 

International Business Machines 
Corp., New York, introduced the 
new IBM electric typewriter with 
ads in more than 270 newspapers 
in 162 cities on Oct. 25 and 26. 
Business papers will also be used. 
Cecil & Presbrey, New York, is 
the agency. 


Rniffin, Daniels Join K&E 

Ogden Kniffin, formerly with 
Weiss & Geller, New York, and 
Leslie Daniels, formerly with the 
Duane Jones Co., New York, have 
joined Kenyon & Eckhardt, New 
York, as account executive and 
member of the copy department, 
frespectively. 
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You help your community 
When you help make Sewer Pipe— 


Sewer pipe being underground escapes your con- 
sciousness. Yet, it is vital to the sanitary and drainage 


needs of every community. 


Because of population expansion, extension of resi- 
dential areas, rural electrification and industrial con- 


struction need for sewer pipe 


expanding at phenomenal rates. 


A new continuous method of producing sewer pipe 


has, in addition to the industry 


new market for many industrial advertisers. 


Details on how your products 


pipe as well as the other branches of the clay products 
industries will be sent upon request. 
Clay Plants Must Expand to meet increasing demands 


from other industries. ‘A PICTURE STORY OF CLAY 
PRODUCTS" tells how you can help. Send for your 


copy today. 


For 56 years this industry has been 
saturated by BRICK & CLAY RECORD 


This Industry cannot be covered with horizontal papers 


Published by Industrie! Publicati 
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What it takes to make 
SEWER PIPE 


and scores of other Clay Products 


Ea cans 


TUNNEL 
KILNS 


PIT, MINE AND 
Sieg DRYER CARS 
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DIESEL 
ENGINES 
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7) VIBRATING 


PUMPS SCREENS 


You can sell and serve through the 
world's Leading Clay Journal 


the largest, publishing organization devoted exclusively to building. 
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e@ CHESTER NyGREN, assistant production manager for Kudner 
Agency, New York, was feted at the Stork Club on Oct. 15 by 
several of his co-workers in recognition of his 26 years in the 
advertising business. Exactly one half of his advertising career has 
been spent with Kudner and the remainder at Erwin, Wasey e 
HELEN Macruper is celebrating 25 years of service with Curtis 
Publishing Co. this month. Her work has been to act as liaison 
between the agency production departments and the manufacturing 
department in Philadelphia e 


e Lever Bros.’ president, Cuartes Luckman, former head of Presi- 
dent Truman’s Citizens Food Committee, was decorated with the 
Star of Solidarity on Oct. 17 for his work in saving food for export 
to Europe. The award 
was made in Rome, 
where Mr. Luckman 
was visiting, by For- 
eign Minister Carlo 
Sforza. Mr Luckman 
was also received by 
Pope Pius Xlle 
Davin Oaitvy, of the 
newly formed British 
advertising agency in 
New York, Ogilvy, 
Benson & Mather, has 
purchased an old 
farmhouse in Old 
Greenwich, Conn., 
which was built in 
1703 e 


e@ Nep KoeENIG, new 
account executive for 
Consolidated - Vultee 
Aircraft at Young & 
Rubicam’s Hollywood 
office, swears it’s just 
a coincidence that he 
flies his own Stinson 
plane. Stinson, as all 
good followers of the 
various advertising 
directories know, is a 
division of Consoli- 
dated e 


e@ GEoRGE KONDOLF, 
for the past five years 
head of the radio script division at Batten, Barton, Durstine & Os- 
born and producer of the “Cavalcade of America,” has been 
granted a leave of absence by the agency to devote time to several 
personal projects in the entertainment field. He has plans for re- 
suming stage production. e 


e@ Dr. GeorcE E. HA.t.ey, head of Arthur B. Church Productions for 
KMBC-KFRM, Kansas City, Mo., has been elected president of 
the Native Sons of Kansas City, an organization that is active in 
restoring historic sites and maintaining historic records e 


e@ CHARLES B. KONSELMAN, director of advertising and public 
relations of A. & M. Karagheusian, Inc., New York, says he’s taking 
graduate courses in literature at Hofstra College for relaxation 
and recreation. He already has a Master’s degree from Columbia e 


e Plans for the Chicago Federated Adclub’s annual Off-the-Street 
Club Christmas party are getting under way, with Gorpon E. Tay- 
Lor, V.p. of Reincke, Meyer & Finn, chairman, and “DuTcH” FELDON, 
of O. A. Feldon & Associates, co-chairman of the party committee, 
setting the stage for Dec. 16—Stevens Hotel e 


e Rocer T. Kenna, president of Marlin Firearms Co., New Haven, 
Conn., recently flew 5,000 miles within a seven-day period in order 
to get three days’ fishing in the Lake of the Woods, Ontario. He 
was piloted by Davip N. Laux, vice-president of Sports Afield, who 
flew his own Beechcraft Bonanza to Kenora, Ont., and a chartered 
amphibian from there e 


e@ C. Grover DELANEY, station manager of WTHT, Hartford, was 
given atestimonial dinner marking his tenth year with the station e 
Bruce Roserts of Hirshon-Garfield, New York, who manages the 
agency’s softball team, is mighty proud of the Advertising Agency 
Softball Baseball League championship cup his team was awarded. 
Hirshon-Garfield defeated Grey Advertising to win the season’s 
championship e 


e The directors and executives of Ruthrauff & Ryan gave a testi- 
monial luncheon on Oct. 28 honoring their president, F. B. Ryan Jr., 
who celebrated his 20th anniversary with the agency. Mr. Ryan’s 
start at R&R was a job in the mail room during his summer vaca- 
tions while attending Yale e The Boston B’nai B’rith will award 
its 1948 Haym Salomon Americanism award to BARTLEY C. CruM, 
publisher of the New York Star, on Dec. 6 e Orro Kinzet of Union 
Carbide & Carbon Corp. has been elected commander of the Ad- 
vertising Men’s Post, No. 209 of the American Legion in New York. 
Joun Casey of Ivy Lee and T. J. Ross, Jutes G. Evens Jr., of Amer- 
ican Legion Magazine, and Morris Kates, of Lloyd, Chester & Dil- 
lingham, are vice-commanders @ 


CELEBRATES 81—F. E. M. Cole, veteran member of 
Cole & Mason, publishers’ representative, Chicago, cuts 
the cake at a luncheon celebrating his 81st birthday. 
Mr. Cole joined the old Chicago Interocean at the 
age of 20, and during his career has represented vari- 
ous newspapers, Etude, Spur and other magazines. 


e Among the lucky advertising people who will spend the Yule sea- 
son at Cat Cay Island in the Bahamas are JEROME PATERSON of Vick 
Chemical Co.; Lou WasgEy, chairman of the board of Erwin, Wasey 
& Co.,.and Col. Ettiorr W. Sprincs, president of Springs Cotton 
Mills @ They’ve been calling Frep Barrett, media director of BBDO, 
“Ace” since he shot that hole-in-one at the Hudson River Country 
Club in Yonkers, N. Y. e 


e@ Henry P. KENDALL, head of Kendall Mills, which makes diaper 
cloth in, Walpole, Mass., is demonstrating his devotion to principle 
at the expense of his business. He is one of the big boosters of the 
Planned Parenthood League, which is fighting Massachusetts on its 
stand against birth control e 
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Medical Journal 
Ukays Smoking 
but Flays Ads 


Cutcaco—“From a psychological 
point of view, more can be said 
in behalf of smoking as a form 
of escape from tension than 
apainst it,” the Journal of the 
American Medical Association de- 
clared in its Oct. 30 issue. 

In a discussion of its policy 
of accepting cigaret advertising, 
the editorial declared: “Actual 
surveys indicate that the majority 
of physicians themselves smoke 
cigarets. 

“Extensive scientific studies 
have proved that smoking in 
moderation for those for whom 
tobacco is not specifically contra- 
indicated does not appreciably 
shorten life. Postmortem ex- 
aminations do not reveal lesions 
in any number of cases that could 
be definitely traced to the smok- 
ing of cigarets.” 


s Noting that all advertising of 
cigarets is carefully screened 
through various committees be- 
fore appearing in the Journal, 
the editorial cited the trend in 
cigaret advertising on the extent 
to which the individual brands 
irritate the throat. 

“The suggestion is made” more 
and more in ads, the editorial con- 
tinues, “that persons who suffer 
irritation from other cigarets try 
the one that is said to be less 
irritating. Another is said to be 
always milder; a third is said to 
be absolutely free from throat 
irritation as based on tests con- 
ducted under the supervision of 
physicians... ” 

“Now that advertising has be- 
gun to concentrate on the factor 
of throat irritation, more attention 
will have to be given to the meth- 
ods by which irritation of the 
throat can be measured ... It 
would be a wise physician indeed 
who could differentiate between 
the irritation caused by the smok- 
ing of cigarets and that caused by 
various bacteria, chemicals or 
heat.” 


# While the editorial tacitly ap- 
proved the use of tobacco, it took 
a sharp dig at the advertising cur- 
rently used by cigaret makers. 
“Manufacturers and the advertis- 
ing agencies that develop this 
[throat irritation] advertising are 
approaching a point in which the 
advertising is no longer signifi- 
cant. 

“The Federal Trade Commission 


vi 


Topflight 
photo offset in 
sort & medium runs 


1 xe Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


has been striving to hold this ad- 
vertising within reasonable limits. 
Hearings have been held for a 
number of years and as yet a de- 
cision has not been forthcoming 
from the FTC as to claims that 
are justified by the evidence and 
those that are not. Further truly 
scientific studies and respect for 
intelligent advertising may ob- 
viate the need for further exten- 
sive and time-consuming trials.” 

“No doubt,” the editorial said, 
“the manufacturers are aware of 
the trend in the promotion of 
alcoholic liquors and their -abuse 
which finally led to the enactment 
of prohibition legislation. This 
may well be the path now being 
followed by the cigaret industry 
and one which will eventually 
lead to restrictive legislation un- 
less voluntary restrictive policing 
is undertaken by the- industry.” 


Graff Names Castle 

Mark R. Castle, former account 
executive with S. Duane Lyon, 
Inc., New York, has joined Harry 
Graff Advertising, New York, as 
an assoriate and account executive. 


GF Appoints Anderson 


Norman R. Anderson, formerly 
merchandising manager of Tele- 
coin Corp., New York, has been ap- 
pointed sales and advertising man- 
ager of the Minute and Certo di- 
visions of General Foods Corp., 
New York. Before joining Tele- 
coin, Mr. Anderson was a buyer 
and merchandising manager for 
R. H. Macy & Co., New York. 


Sal Hepatica Drive Started 


Bristol-Myers Co., New York, 
has started a color comics cam- 
paign for Sal Hepatica with trail- 
ers for Minit-Rub in 20 newspapers 
in the Metropolitan Group and in 
five farm publications. Fourteen 
additional newspapers will be 
added to the campaign on Jan. 1. 
Young & Rubicam, New York, is 
the agency. 


Seamprufe Appoints Wesley 


Seamprufe, Inc., New York, 
manufacturer of Seamprufe slips, 
nightgowns, petticoats and pa- 
jamas, has appointed Wesley 
Associates, New York, to handle 
its ohana effective Jan. 1, 
1949. 


Hudson Appoints Shaw 


H. D. Hudson Mfg. Co., Chicago, 
has appointed John W. Shaw 
Advertising, Chicago, to direct all 
of its advertising for sprayers and 
dusters, poultry, dairy barn and 
livestock equipment and farm ven- 
tilation. Shaw conducted the June 
garden promotion for Hudson this 
year. Consumer magazines, farm 
and trade publications will be used 
in a campaign to start in June. 


Shore to Launch Publication 


Shore Publishing Co., San Fran- 
cisco, will launch the first issue of 
Western Home _ Economics, a 
monthly, in January, 1949. Its 
controlled circulation will be ap- 
proximately 6,000, consisting solely 
of home economists in the 11 west- 


ern states. 


be $300. 


The advertising rate 
for a black-and-white page will 


SUPER SALESMAN 


satarY: 50¢ for life! 


Tireless, aggressive. Experienced, 
proven sales producer, good will 
generator. Name: MICRO-LITE, the 
handsome all-purpose miniature 
keychain flashlight imprinted with 
YOUR firm name. Put me to work 
for YOU! I'm a whiz for new biz. 
For promotional plan tailored to 
YOUR line. . . literature, price list, 
sample, write on your business 
letterhead to MICRO-LITE CO., 
INC., 44 West 18th Street, New 
York City 11. 


LAURENCE, INC. 


‘tor qualit 


cHICcAaGo. + liad 6204, 


photo engravings: | 


CRESMER & WOODWARD, INC., Representotives. New York, Chicogo, Detroit, Son Francisco, Los Angeles. 
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to DALLAS’ 
COTTON BOWL 


but at\bome they read The Dallas Mews 


“ 


this market you must use the medium that 


When seventy thousand cheers rock 
the Cotton Bowl it's the voice of a far-flung 
community of kindred souls. Here is a gay, 
colorful sampling of your whole audience, 


you who advertise in The Dallas News! 


The Cotton Bowl—and the city's 
many other attractions—are shared by all 
the people in the Dallas Market Area. The 


urban area is only the beginning. 


lf you want to reach the people of 


covers it—city and country alike. There is 


only one such medium—The Dallas News. 


Sell = readers of The News and you have sold the Dalles Market 


Ghe Dallas Morning News 


RADIO STATIONS WFAA AND WEAA i 
THE TEXAS ALMANAC 


Member, Americon Newspoper Advertising Network 
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Going Higher Every Year! 


The last three Hooper Station Listening Index 
surveys made in Roanoke show an increasing 
preference for WDBJ, the Pioneer radio station in 

. this wealthy market. Here are the daily average- 
a share-of-audience figures: 
eS 1947 (Winter) 50.1%—1947 (Summer) 53.3%— j 
1948 (Winter) 54.2%. Ask Free & Peters! 


? 


j 


b 


Owned and Operated by th 
TIMES. WORLD CORPORA 
: y ROANOKE, V_ 


"FREE & PETERS. INC., Notional! Representatives 


Texaco Theater Sets 
Video Rating Record 


New Yorx—The “Texaco Star 
Theater” (NBC) hit a new high 
for television ratings with 63.2 
on the October Hooper report for 
New York. This hour-long vaude- 
ville show also led the field in 
sponsor identification, scoring 95.4. 

Other favorites: 

Toast of the Town (WCBS-TV), 


ES at APE 53 
We, the People (WCBS-TV), 
| Rea ee es St Oe 43.8 
Amateur Hour (WABD), 
TE ed tehaatbitescbseheesal 35.6 
Dunninger Show (WNBT), 
Bigelow-Sanford .................... 32.7 


Small Fry Club (WABD), 
Kolynos, General Foods ...... 26.5 
Television Theater (WNBT), 


I 23.7 
Chevrolet on Broadway 
ge NT Se Ca 22.4 


Gulf Road Show (WNBT)...... 19.2 
Stop Me (WNBT), Davega...... 18.8 


Zenith Opens New Division 

Zenith Radio Corp., Chicago, has 
formed an international division 
which will handle the company’s 
export business. E. E. Loucks, ex- 
port manager, will be in charge of 
the new division. Since the war, 
American Steel Export Co. acted 
as Zenith’s export sales represent- 
ative. 


Knowles Appoints Hamill 

Virginia Hamill, New York mer- 
chandising and design consultant, 
has been retained in that capacity 
by the Edwin M. Knowles China 
Co., Newell, W. Va. 


Reach this Greatest Concentration 


Reaches them at home! 
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of Top Management 


.- through the Newspaper that 


i @ The big roster of annual visi- the final say about the goods or 
— tors and winter residents of South service you may have to offer. 
— Florida reads like a Who’s Who Go straight to the top by 
—_— in the World of Business. Here reaching these people at home 
; | every year come top executives through The Miami Herald, the 
: who make the decisions for many paper which delivers more 
| . of the nation’s leading firms and readers along Florida’s Gold Coast 
industries; men who often have’ than all other media combined. 


STORY, BROOKS & FINLEY 


National Representatives 
Affiliated Station 
WQAM, WQAM-FM = 


MIAMI -- An International Market! 


JOHN S. KNIGHT «Che Miami Herald _ 
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Miami Herald 


Zone of influence 
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The Creative Wan Corner 


Perhaps the three most talked about ads—in advertising 
circles—this year will be, in the order of their appearance, 
the Springs Mills chorines, the Packard ad without a sig- 
nature, and the Ritz ad with an almost-blank left hand page. 

Each of these ads was obviously designed to cause com- 
ment. Of the three, the Packard ad alone tied in its con- 
trived unusualness with a selling point—that the Packard 
profile is so well known it needs no verbal identification. 
All three, however, suffer—in this Corner’s opinion—from 
an excess of artifice. They are as intentionally out-dressed 
as Raymond Duncan (or does anybody remember him?). 
They seek attention less for what they have to offer than 
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With Cheese 


nothing tastes @s good as Rite... btit Rlte { 


for the manner in which they offer it. They are like an 
adolescent with a beard, like Bunthorne with a sunflower— 
a little too-too. 

Elsewhere in this publication, from time to time, the 
passing of the ace copy man has been duly lamented—the 
fellow who wrote from the seat of his pants, who got at- 
tention for his copy not because he designed it to appear 
opposite a page of blank space but because he filled the 
space available to him with words the folks on Main Street 
recognized, understood and responded to. The Corner adds 
its voice to this lament. It feels it might be a good thing 
for the business of advertising if a few of its practitioners 
moved from their modern surroundings and took an office 
on Main Street, with a big plate glass window in front, 
through which they could observe the real people pass. Too 
much advertising is being written and designed with other 
advertising people in mind. We may, as a nation, be grow- 
ing sophisticated, but not that much. The bulk of us still 
call it hash—not emincée. 
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Ludlum and Gaynor _— a — a A = J oe 
: /antee o ,000. ective with 

Join Marschalk & Pratt 'the January issue, advertising 


Stuart D. Ludlum, former head | rates will be $750 per black-and- 
of the radio-television commercial} white page, with a 20% discount 
department of McCann-Erickson,| for users of the Dell Modern 
New York, has joined the radio, Group. 
department of Marschalk & Pratt, 


New York, in a contact capacity on | Sarr Fe Fi 
the Standard Oil Co. Philharmonic tod wone & “oles ne 


broadcasts. Frazer’s training program (AA, 


Paul Gaynor, former chief of 
services branch, director of public re etd ———— pm aes 


relations, Office of the Secretary of re P ; 
neg se tr productions of the more im- 

the Air Forces, has rejoined the) ,o+tant sound slidefilms which 

agency after an absence of six and Sarra developed for K-F, as part 


a half years in military service. He : Pc 
also will act in a contact capacity ma maker’s sales trainin: 
on the Philharmonic broadcasts. F 


. — Doubleday to Spector 
Dell's Radio-Video Book Doubleday & Co., New York, has 


Due on Stands Nov. 9 appointed Raymond Spector Co., 

The maiden issue of Modern!New York, to handle advertising 
Television & Radio, newest maga-| for the Mutual Book Plan and a 
zine of Dell Publishing Co., New! number of its other mail order ac- 
York, is due on the stands Nov. 9 | tivities. 


REASON WHY 


People in Kansas and adjoining states 
depend on farming for a living. That's 
why we've been programmed to their 
needs for 25 years. And it’s why they 
buy WIBW-advertised goods. 
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Amadeo P. Giannini’s super- 


olding company, Transamerica 
Corporation, San Francisco, has 
ppointed Braun & Co., manage- 
ment consultant firm, to handle 
special public relations to combat 
the current action by the Depart- 
ment of Justice to have Transam- 
erica declared a monopoly. 
In addition to controlling Bank 
of America, which has more than 
500 branches in western states, 
Transamerica holds a majority 
interest in 44 other banks in the 
Far West, and a substantial 
interest in National City Bank of 
New York. 
Ted Braun is directing the ac- 

count personally. 
** # 


Pleased with its first department 
store promotion, Parade plans to 
repeat with similar promotions in 
its other 21 cities of distribution. 
The first for the weekly was in 
cooperation with the Fair Store, 
Chicago, which used much display 
material, radio announcements and 
ads in the Chicago Sun-Times, 
which carries Parade, to stress that 
five out of seven nationally adver- 
tised products featured in Parade 
are sold in the store. Advertisers 
were sold on the promotion, too, 
the publication reports. 

” * ~ 

Advertising Research Founda- 
tion is expected to be formally 
“validating” media research with- 
in 18 months. The validation would 
be concerned primarily with the 
use which individual media and 
groups of media make of ARF 
findings. 
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Sindlinger & Co. of New York, 
Hopewell, N. J., and Philadelphia, 
is said to have received a definite 
offer from Paramount Pictures to 
take over on a lease arrangement 
the Radox automatic method of 
determining listenership of AM 


————--~-~-. 


Seed and FM radio and television (AA, 
ar- Oct 25). 
rith Paramount would use Radox not 
‘ing only to measure the progress of 
nd- § television in which it is interested 
oa through investment in DuMont 
Laboratories, but the effect of TV 
on motion picture attendance. 
ses 
er- That much-publicized “Train X” 
AA, of the Chesapeake & Ohio, which 
nc., Robert R. Young now expects to 
me have flying down the rails at 150 
mM § miles an hour in 1951, is an adapta- 
lich , - : 
cart tion of a train which American Car 
ing § & Foundry Co. will deliver to the 


Spanish government this Decem- 
ber. 

Incidentally, the C & O received 
13,444 suggestions in a recent con- 


CENTER OR 
MANTEL Piece 


ey, ‘ye 
HRISTMAS 
VERGREENS 


From Washington's mighty “rain forests 
comes this mammoth gift box of fra- 


Cc 
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grant, freshly gathered Evergreens to de 


light your family, friends and associates 


Included are: beautifully designed 
CENTER OR MANTEL Piece of Cones, 
Holly, Pine complete with red Tapers and 
Ribbon ... Doorpiece (ready-to-hang) 
of giant Jeffry Pine Cones and boughs 

a bulging armfull of choice conifer 
ous and broad leaved evergreen sprays 
berried Holly, Bay, Manzanita, Pine, Fir, 
Juniper, Mistletoe, incense Cedar and 
Cones. Gift card 


S QS Seat Money rier or Check 


EXPRESS PREPAID 


ae SOtisfaction Guaranteed 


test for a name for it. The contest 
was promoted primarily at the 
Chicago Railroad Fair. 


As part of its new “continuing 
story of business” policy, Fortune 
will add an “advertising column” 
soon—written by Robert Elliott, 
recently on Fortune’s promotion 
staff and one-time managing 
editor of Advertising & Selling. 


Wothington Joins Bouse 

A. L. Wothington, formerly art 
director of the New York State 
Gas & Electric Corp., has joined 
Bouse & Associates, Los Angeles. 


Pushes New Retrigerator 


Universal Cooler Co. of Canada, 
Brantford, automatic commercial 
refrigeration firm, is introducing a 


new large size domestic refrigera- 
tor in daily newspapers, English 
and French, across the Dominion. 
A. J. Denne & Co., Toronto, is the 
agency. 


Fort Industry Ups Jones 


Richard E. Jones, managing di- 
rector of WJBK-AM and WJBK- 
FM, has been promoted to general 
manager of the two stations and 
WJBK-TV, Detroit. The stations 
'are owned and operated by the 
| Poet Industry Co. 

Prepares Film Commercials 

| Admiral Corp., Chicago, has pre- 
/pared for distributor and dealer 
|cooperative advertising a_ series 


of 10 different 16 mm. and 35 mm. 
films to be used as television spot 
commercials or as movie film trail- 
ers. 


Appoints Atkinson 


Pacific Spectator, published by 
the Stanford University Press, Palo 
Alto, Cal., has appointed Atkinson 
Associates of San Francisco, Los 
Angeles and Portland, as its Paci- 
fic Coast advertising representa- 
tive. 


Appoints Holman 

Everett A. Holman, San Fran- 
cisco publishers’ representative, 
has been named northern Cali- 
fornia advertising representative 
of Motor Transportation. 
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TRADE & SHIPPER 
Circulates in the U.S. A. 
It is read 
by Export Managers 
of 
LEADING AMERICAN 
MANUFACTURERS 


20 Vesey Street, New York 7, N. Y. 
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National Geographic Advertisers 


A DONALD 


ADVERTISING 


420 Lex! 
New 


BRICE 


MANAGER 


pear Mr. Welch: 


s th 
Outstanete done for Dictaphone 


During 
advertising in eight 
lication and e& 
nowever » 


has done a 


It has also done the 


ment. 
interested 


tre especially tating machi 
We TER dic ever aveTag 


inquiries 86 Ve 


leased with 


insertions 

the ae eee 
RAPH 

Greer publication. 


+ from 

“eS a : oe 
AL GEOGRAPH 

pac specifically tracea 


ER 


pictating yoy guch mtually heart 


when I can 


.cCorpe 
pictaphore N AVENVE 


thie period, WO os nal mage2 


8 cific 
this spe rc 


and Septem * experience that 


Listen to the Men Who Know : 


Number 22 of a Series of Advertisements Written by 


the NATIONAL -— _— 
ration—280! 
Corpo ix years. our 38th 


g 


that adv 
ne is producing 


record: 

duce 
BOGRAPHIC pro 4 with three 
pro oe necessarily 
the 
period 


we're confident 


record, jn the 


i 

<n fine inf consistent edvertioine ales that 
paying 
bl 


off every mon - 


e to advertisingé- 
pleasant, especially 80 


Sincerely» 


Qe 


hruct 


The NATIONAL GEOGRAPHIC MAGAZINE 


First, Sell the First Million Plus 
WASHINGTON, D. C. 


NET PAID CIRCULATION EXCEEDS 1,700,000 
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Columbia Pitches 
for Summer Sponsors 


New York—The Columbia 
Broadcasting System has an- 
nounced a new policy designed to 
keep advertisers on the air the 
year round. 

In the future, CBS sponsors, 
who usually give their big name 
talent a summer vacation while 
filling in with a replacement show 
or relinquishing the time during the 
slack season, will be able to keep 
their featured artists on for 52 
weeks by repeating transcriptions 
of outstanding regular season 
broadcasts. 

William C. Gittinger, CBS vice- 


remember 


Business 


president in charge of sales, said 
in a letter to network clients: 

“This will make possible com- 
plete continuity of popular pro- 
gramming and do away with the 
task of rebuilding the audience to 
your program each fall, thus get- 
ting a maximum return for your 
time franchise. 

“It follows that all advertisers 
participating in this plan will earn 
the full discount for annual broad- 
casting, making it easier than ever 
before to protect and expand your 
sales each week.” 


Merges with Parent Company 


Safeway Chemical Co., Cleve- 
land, has discontinued operating as 
a subsidiary of Products Packag- 
ing, Inc., and has merged with the 
parent company. The company’s 
chief product, formerly labelled 
Safeway spot remover, will be 
marketed under the brand name 
Brush Top spot remover. Leo R. 
Kundtz will continue as president 
and Arthur J. Frey Jr., as vice- 
president in charge of sales. 


A 


Advertising in the Test Stage 
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are invited to appear on the show 
Malcolm-Howard Advertising 


Assoc iates/ 


Sy) Higgins Joins Marietta 
with Hugh M. P. Higgins has re- 
signed as assistant director of the 
FLOWERS broadcast advertising department 


of the National Association of 
Broadcasters, to become vice-presi- 
dent and general manager of Mar- 
ietta Broadcasting Co., Marietta, 
O., operator of Station WMOA. 


Senoree 


YOU CUT 
YOUR RATES 


40% 


Yes, Gentlemen, NORTE — REVISTA CONTINENTAL has cut its 
advertising rates 40% effective with the January 1949 issue 


jMagnifico! BUT HOW CAN YOU DO THIS? 


For some firms, business conditions in Latin America are difficult and they 
tell us they cannot pay high advertising rates. So we are reducing our ad- 
vertising rates by 40% in order to get a larger volume of advertising to 
make up the difference. 


Bueno. WHAT ABOUT YOUR CIRCULATION? 


Good news for you here, too. For the past eight years NORTE’S rates have 
been based on gross distribution rather than net sales. This is a common 
Latin American practice. But now for the first time in our history we are 
basing our rates on a guaranteed average net paid circulation: 100,000 copies 
or pro rata rebate! . 


jMe gusta mucho! 


Your rates are economical and your circulation is realistic. However, what 
do I do if I have no dollars to pay for advertising in your magazine? 

A tough problem. But NORTE has an answer to that too. Under certain 
conditions NORTE will take your local currency in payment for advertising. 


jMuy interesante! 


And does not NORTE have other advantages as the most effective Latin Amer- 
ican advertising medium? Yes, indeed! NORTE — REVISTA CONTINEN- 
TAL has many advantages which make it your most effective medium for 
reaching the people in Latin America who have the time, the inclination and 
the money to buy your products. 


jPor ejemplo, senores, por ejemplo! 

For example: NORTE is the most superbly printed Latin American magazine. 
NORTE’S large standard size page enables advertisers to adapt domestic plates 
with a minimum of expense. NORTE gives you select, quality readership. 


NORTE contains original editorial material written by Latin Americans and 
edited from cover to cover by Latin Americans for Latin Americans. 


jHecho a la medida fer Latin America! 


Tailor-made for Latin America is right! That is why NORTE — REVISTA 
CONTINENTAL is your most effective medium for reaching the rich Latin 
American market at the most economical cost. 


Gracias, Senores + « + - * Ah, thank YOU! 


Test for Non-Woven 
Cleaning Cloth Said 
to Be ‘Encouraging’ 


Cuicaco—Nu-Fab Corp. reports 
“encouraging” results to date in its 
five-week market test of Nu-Fab, 
a new, non-woven, reusable house- 
hold cleaning cloth, begun last 
month in Peoria. 

After reasonably complete dis- 
tribution of the product in grocery, 
drug, variety, department and 
hardware stores had been 
achieved, the advertising campaign 
opened with a full-page editorial 
type ad in the Peoria Star-Journal 
on Oct. 7. Similar hard-hitting 
copy followed on Oct. 21, and the 
next is scheduled for Nov. 11. 

Sales have been satisfactory, ac- 
cording to the company, but until 
results of a three-week consumer 
survey are in, no over-all analysis 
will be possible. 

Nu-Fab is new fabric with an 
extremely high absorbency and the 
ability to rinse completely clean of 
almost any kind of dirt, since the 
cloth is “felted” rather than wo- 
ven. It is packaged in roll form 
and distributed by Nu-Fab Corp. 
here. 

Campbell-Mithun is the agency 
for Nu-Fab. 


Wyler Tests New 
Chicken-Rice Soup 
Mix in Chicago Ads 


Cuicaco—Wyler & Co. has added 
a coupon deal to the first test ad- 
vertising of its new chicken-rice 
soup mix. The test is confined to 
the Chicago market, although the 
product is being distributed to all 


Agency handles the account. 
stores carrying the Wyler line. 

The coupon, worth 10¢ to the 
consumer when applied on a spe- 
cial three-package purchase of 
the chicken-rice soup mix, was 
included in a 1,200-line ad in the 
Nov. 4 Chicago Daily News. Wyler 
is using the women’s section of 
the News for the test, which is to 
run through Dec. 16. 

The new soup mix is the first 
of its kind on the market, Wyler 
believes, and trade acceptance was 
termed exceptionally good by W. 
R. Neisser, secretary. Consumer 
copy features the economy angle 
of serving the Wyler soup with the 
statement, “Less than three cents 
a large bowl.” It is packaged in 
a newly-designed aluminum foil 
container, with each two-ounce 
package providing four servings. 

Wyler also is using test copy 
on an already established product, 
its chicken noodle mix, in the 
Pittsburgh market, and is adver- 
tising its line of vegetable flakes 
in metropolitan newspapers. 

Ruthrauff & Ryan is the agency. 


SEMLER STARTS TESTS 


New CANAAN, Conn.—R. B. Sem- 
ler & Co. will launch a newspaper 
test campaign in 16 cities through- 
out the country for Kreml tonic 
and Kreme shampoo and plans to 
make greater use of newspaper 
advertising for these products in 
1949. Erwin, Wasey & Co., New 
York, is the agency. 


Schnell Opens Agency 


W. G. Schnell, formerly presi- 
dent of Schnell-Mills, Inc., has 
formed Schnell & Associates Ad- 
vertising Agency, with offices at 
201 N. Wells St., Chicago. Don 
Makins has joined the new agency 
as account executive. 


Rowen Agency Moves Offices 


Julius J. Rowen Co., New York, 
has moved its offices to larger 
quarters at 1050 Sixth Ave. 


The Top Man always 


‘STARS OF TOMORROW’ makes the decisions ! 


CONTINUES ON VIDEO Manufacturers 
Cuicaco—Following a four- of office equipment 
week trial period, Rubin’s “Stars and supplies get their 


message straight to an 
exclusive audience of 
too office management 
personnel through 

the pages of one 
magazine only 


. 
OFFICE MANAGEMENT 
and EQUIPMENT 


The Office Executive's 
Own Magazine 
a 

GEYER PUBLICATIONS — 
EST. 1877—Also Publish- 
ers of GEYER'S TOPICS, 
THE GIFT & ART BUYER, 
SPORTS AGE and Trade 
Directories. 
260 Fifth Avenue, New York 1, N. Y. 


of Tomorrow,” amateur show aired 
on WGN Sundays at 9 p.m., will 
be continued on television for an 
additional 13 weeks. 

“Stars of Tomorrow,” in its 14th 
year on the air, is the first regu- 
larly scheduled Chicago radio show 
to test simultaneous airing on AM 
and FM radio and television. It is 
sponsored by Rubin’s, Chicago 
women’s apparel store, which said 
results of the four-week experi- 
ment justify continuing the pro- 
gram on video. Potential stars un- 


covered through weekly auditions 


Give Punch to Your Sales 


in 
Nashville! 


WSIX can give your sales 
the same extra punch that so 
many sponsors report from 
our 60 BMB counties. 1,321,- 
400* people in that coverage 
area spent $654,888,000* 
last year in retail stores 
Isn't that a market 


worth hitting? And WSIX 


alone. 


can help you. 


ABC AFFILIATE + 5000W + 980 KC 


WSIX gives you all three: 


and WSIX-FM + 71,000 W > 97.5 MC 
National Representative: THE KATZ AGENCY, INC. 


MARKET, COVERAGE, ECONOMY 
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WASHINGTON — Department store 
dollar volume was up 12% for the 
week ended Oct. 23 as compared to 
soles of the corresponding week of 
1947, the Federal Reserve Board 
reports. 

Houston, which for months has 
consistently shown year-to-year in- 
creases ranging upward of 15 and 
20%, recorded a loss of 6% as com- 
pared to last year. 

Greatest district increase was 
that of the Philadelphia (third) 
district, where sales were 22% 
above the level of the same week 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to Oct. 23, '48* .p343 
Week to Oct. 16, ’48*. .333 
Week to Oct. 25, ’47*.. 
Week to Oct. 18, ’47*. .299 
Month of August, ’48* .259 
Month of August, ’47* .236 


pPreliminary. 
*Not adjusted seasonally. 


— o 


in 1947. The Cleveland (fourth) 
district showed an 18% increase 
and the New York (second) dis- 
trict registered a 17% rise in sales. 
For the third successive week, 
the West Coast cities included in 
the San Francisco (12th) district 
showed losses in sales. Dollar vol- 
ume for the week ended Oct. 23 
was off 3% from 1947. Salt Lake 
City. was at the bottom of the 
ladder with an 8% decline. 
Greatest sales gain for the cities 
was chalked up by Philadelphia, 
New Orleans and Milwaukee, all of 
which had sales 24% greater than 


during the same week of 1947. 
Yr.-to-Yr. % Gain 
Week Ending 


Federal Reserve Oct. Oct. Oct. 
District and city 9 16 23 
UNITED STATES .... rll 11 12 
Boston District ....... 10 15 15 
New Haven ......... 18 24 10 
eh wayne ob ace 5 12 14 
Springfield ....... 10 10 19 
Providence ......... 28 17 11 
New York District 11 rl2 17 
Sper a 16 ré 13 
ee 17 rl9 16 
New York .......... s rl2 18 
ee 18 16 19 
eee 17 12 13 
Philadelphia District ..  r12 13 22 
Philadelphia ........ rl2 rl0 24 
Cleveland District ..... 14 r19 18 
Sr 11 14 23 
Cincinnati .......... 22 15 14 
OS eee 14 17 19 
Columbus .......... 19 21 23 
a hs i es « ¥:0.di8 21 r30 21 
ONE <b ve cceccne 10 20 14 
Richmond District .... 11 12 13 
Washington ........ 10 9 9 
Baltimore .......... 11 15 16 
Atlanta District ...... 18 7 15 
Birmingham ........ 22 r13 19 
add edo es 5-ed 9 ad * 
Eire ae.5:4 % whe 29 8 11 
New Orleans ....... 14 7 24 
Nashville ........... 11 10 11 
Chicago District ...... 12 rl5 16 
EY hin 6 34 o 0.6 iia 11 16 18 
Indianapolis ........ 12 12 14 
SS re pie att sar 10 16 12 
Milwaukee .......... 19 13 24 
St. Louis District... ... 11 9 13 
Little Rock ........ 15 7 34 
Louisville .......... 11 12 2 
ge eee 9 7 12 
MED «cn ceca cvees 11 8 7 
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Candy Ingredient and Supply 
’ Advertising YOUR problem? 


Let Don Gussow and CANDY 
INDUSTRY help you with market 
data PLUS! CANDY INDUSTRY 
has the largest audited circula- 
tion (as compared with any pub- 
lication in this field published 
monthly or more frequently), the 
biggest volume of advertising,* 
and the greatest degree of read- 
ership (as proved by independ- 
ent survey—copy on request). 


*Continuing Study of Candy Industry Ad- 
vertising—copy on request. 


Complete market data available. 


rrr rrr rr rrr wr www www ww roe 


DON GUSSOW PUBLICATIONS, INC. 


Candy Industry Catalog & Formula Book oe 
107 West 43rd Street, New York 18, N. Y. 
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“ederal Reserve Figures on Department Store Sales 


Minneapolis District .. ° ° ° 
Minneapolis ........ . ° * 
{ ee ° ° ® 
Duluth-Superior ..... . bd s 

Kansas City District .. 14 r10 4 
SEED b GEG ctcccces 9 14 —1 
ES re 27 24 14 
Kansas City ........ 14 6 2 
EE TS x 0 7 
Oklahoma City ...... 2 6 4 
Dh ghvnnk caste ces 13 14 18 

Dallas District ........ 18 . 1 
i ine arab és wos 6 12 1 3 
Fort Worth ......;- 14 3 4 
EE . 06 aise ds on,5 36 29 —6 
San Antonio ........ 12 6 10 

San Francisco District. -—-2 r4 -3 
Los Angeles Area ... —7 —7 —5 
EE ila b6 oe 'ea's 45° 2 --6 -3 
San Francisco ...... ® 10 —3 
EE. ei eeé cies es 5 —4 1 
Salt Lake City ...... 7 --1 -& 
| a 0 -3 —3 


r—Revised. 
*Data not available. 


Wile Plans Special Drive 


Julius Wile Sons & Co., New 
York, importer of wines and spir- 
its, will soon launch a full-page 
campaign for Benedictine D. O. M., 


Peter Dawson Scotch whisky, Dry 
Sack Sherry and Bollinger French 
champagne. The ads will appear in 
Fortune, The New Yorker, and 
other class magazines. This cam- 
paign is in addition to individual 
campaigns for these products al-| 
ready scheduled. J. D. Tarcher & 
Co., New York, is the agency. 


Reports Buying Power Up 2% 

In its monthly survey of “real 
income,” Investors Syndicate, Min- 
neapolis, reports that the average 
family has more purchasing power 
today than it had a year ago, de- 
spite the fact that there has been a 
moderate drop in income of farm- 
ers. The national figures indicate 
that the average home has 2% 
more buying power than last year. 
Besides the recent drop in farm 
prices, Investors Syndicate said, 
it is expected that there may be 
further tapering off during the 
next six months, but farm income 
will continue at a high level. 


Centennial Acquires Misco 


Centennial Flouring Mills Co., 
Seattle, has acquired 11 grain ele- 


tana from Missoula Mercantile Co., 
Missoula, Mont., on a five year) 
lease with option to buy. These ad- | 
ditions bring to eight the number | 
of mills operated by Centennial | 
in the Pacific Northwest. Centen- 
nial will continue to manufacture | 
and sell Misco brand feeds devel- | 
oped originally by Missoula Mer- | 
cantile. 


Special or regular assign- 
ments accepted from ad- 
vertisers and agencies. 
Leo P. Bott, Jr. 
64 E. Jackson $. CHICAGO 


“Vhat Fellow Sort” 


Creates the Unusual in 
Advertising that's salably 


vators and two feed mills in Mon- 


lee 


WESLEY BOWMAN STUDIO®e INC 
Cree shag ied bat re 


icAG oO 


JIGAN AVE® 


PHONE CENTRAL 06233 


A DAY 


IN THE LIFE OF 


9:15 A.M. 


He studies sales 
figures. Observes they're falling 
faster than the hair of a middle- 
aged ad man. Receives call from 
president: "How come?" 


is terrific. 


que 
rats b 


~ 
v 


Vv 


of 
\U 


EEE” ~ 


9:45 tells prexy advertising 
Says trouble lies 
with anaemic sales force. 
no salesman is hired unless he 
suffers from combat fatigue. 


Infers 


te 
if. 
y 


Specifies cocktails must be made 
with delicious Carstairs White 
Seal whiskey. Drinks are so fine, 
boss notes he's a man who cares. 


2:30 Gets hot idea on how to 
hypo advertising. Sells new plan 
to enthusiastic prexy. 
prexy's enjoyment of Carstairs 
helped change attitude. 


Wonders if be upped to V.P. 


7:15 
Carstairs. 
can afford to give a case to all his friends this 


Christmas. 


i 


| 
w 


Drops in at dealer for several bottles of 
Observes price is so attractive he 


(Hint: Idea in that for you, too?) 


a 


4:30 Sets new plan into motion. 
Thinks if it succeeds, maybe he'll 


creased taxes involved. Decides 
he needs a drink. 


Reason: 
light, 


Calculates in- 


6:15 orders carstairs at smart 
bar. Envies Carstairs’ ad manager. 
Flavor is so rich yet 
so mild yet hearty, nis 

dog 


sales are always up. Lucky 


| The \Man who Cares Says: 


CARSTAIRS 
White Seal 


Blended with Care...for Men who Care 


Carstairs Bros. Distilling Co., Inc., Baltimore, Md. 
BLENDED WHISKEY, 86,8 Proof, 72% Grain Neutral Spirits 
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‘Play Safe,’ Thermo 
Anti-Freeze Series 


to Warn Motorists 


PHILADELPHIA—Publicker Indus- 
tries, Inc., played it safe by con- 
sulting the weatherman before 
scheduling a “Play Safe!” cam- 
paign this fall for Thermo anti- 
freeze. 

For its greatly expanded adver- 
tising and sales promotion drive, 
the company geared its schedule 
to a study of the dates for the first 
killing frosts throughout the coun- 
try. The research included records 
of such dates in the weather data 
of 164 cities in 32 states, with some 
of the records going back as far as 
40 years. 

As freezing weather nears, Pub- 
licker is releasing a series of 480 
and 80-line newspaper advertise- 
ments with this headlined warn- 
ing: “Play Safe! Keep a jump 
ahead of winter.” The copy, to ap- 
pear in more than 250 cities, fea- 


WALL() WELL. 
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HOME 


Kits: Pats. Pend. 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting — are constant re- 
minders of your products 
and services .. . and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
... handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dles can be imprinted .. . 
with your name or trade 
mark . . . at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


Over 45 Years in Business 


STANDARD PRESSED STEEL CO 


JENKINTOWN, PA. Box GTP 


tures a character, “Andy Freeze,” 
who stresses the merits of Thermo 
as “safe, sure protection for your 
car.” The ads point out that 
Thermo contains no wood alcohol, 
and hence has no dangerous 
fumes, and that it is selling at a 
new low price this year. 

Tied in with the newspaper se- 
ries is a 24-sheet poster showing 
in 291 cities, repeating the “Play 
Safe!” theme; four-color full and 
half pages in The American Weekly 
and The Saturday Evening Post, 
and two-color pages in petroleum 


and automotive trade publications. 

Trade copy calls attention to a 
dealer contest, offering $10,000 in 
prizes for winning displays. Dis- 
tributors are supplying dealers 
with complete sets of display ma- 
terials, as well as a full line of 
dealer helps. 

Al Paul Lefton Co. handles the 
account. 


Promotes Konselman 

Charles B. Konselman, adver- 
tising and public relations mana- 
ger of A. & M. Karagheusian, Inc., 


New York, manufacturer of Guli- 
stan carpets, has been appointed 
director of advertising and public 
relations of the company. Mr. Kon- 
selman joined Karagheusian in 
1946 and before that was advertis- 
ing and public relations manager 
of the Wickwire Spencer Steel Co. 


Zahrt Joins Station WILS 


Walter S. Zahrt, formerly pub- 
licity and promotion director of 
Station KQW, San Francisco, has 
joined the promotion and sales 
+ el of Station WILS, Lansing, 

ich. 
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Canadian CofC Elects 

Henry G. Birks, Montreal, hi s 
been elected president of the C: - 
nadian Chamber of Commerce, th = 
national federation of Boards  /{ 
Trade and Chambers of Commerc . 
He is the past president of th> 
Montreal Board of Trade. 


Two Appoint Mace Agency 

Pope Foundry & Machine Co, 
Marion, Ind., farm tillage machin - 
ery, and Kahoka Cheese Co., Ka- 
hoka, Mo., have placed their ad- 
vertising with Mace Advertisinz 
Agency, Peoria, Ill. 
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\ JPS Begins Operations 
Station WJPS, Evansville, Ind., 
, »ew affiliate of ABC, began oper- 
a'ions Oct. 30 with 5,000 watts day 
aod 1,000 watts nighttime on 1330 
k locycles. The station, with studio 
aid offices at 206 Main St., is 
owned and operated by WJPS, Inc. 


)} BC Advances Wehrheim 

John M. Wehrheim has been 
p omoted to business manager of 
the television department, NBC 
central division, Chicago. He has 
been with NBC in Chicago for 15 
years. 
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Name Hooper-Cameron 

Hooper-Cameron, Chicago, has 
been appointed to direct the ad- 
vertising of Wonder Orange Co., 
Chicago, franchise soft-drink com- 
pany, and Eze-Orange Co., Chi- 
cago, manufacturer of bases for 
dairy fruit drinks. 


Porter-Cable Names Proven 


John A. Proven, formerly vice- 
president and sales manager of the 
Sterling Tool Products Co., Chi- 
cago, has been named general sales 
manager of the Porter-Cable Ma- 
chine Co., New York. 


Magic Chef Offers 
Its Dealers First 


Co-op Ad Program 


Sr. Lours—American Stove Co., 
for the first time in its history, 
is offering a cooperative advertis- 
ing plan to dealers who merchan- 
dise its Magic Chef gas ranges. 

Lloyd C. Ginn, advertising and 
sales promotion manager, said the 
program permits dealers to tie in 
locally, on a share-the-cost basis, 


with the company’s extensive na- 
tional advertising program in 
Better Homes & Gardens, Fortune, 
Good Housekeeping, Ladies’ 
Home Journal and The Saturday 
Evening Post. 

American Stove has published 
a mat book showing more than 
125 available mats for newspaper 
use. The book is being enclosed 
with a complete kit for dealers, 
which describes all promotional 
material available. It features a 
new display background for use 
in window or on the sales floor. 


P, 


- 


—_— 
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If you don’t follow up on Monday, your 
Sunday punch loses its steam. You can’t 
hit a sales goal hard with lazy advertising 

like letting your advertising schedules skip 

a month here and there; or if you try to 

make out with small space when 


you could easily enough smack your 


audience with spreads in color. 


Adequate sales plans need adequate 
advertising to back them up, or what you 
ink is a knockout punch can be cut 


down to powder puff proportions. 


A business man reads business 


MeGraw-Hill man always has useful information available. 
gen the new edition of the “‘Pulse Beat of Industry”, the digest of current busine 
trends and opportunities? You will also want the ““McGraw-Hill Manufacturing 


punch 


ys sales? 


papers because he wants to keep 

himself informed about new methods 

and new developments that affect his 
business. In the case of McGraw-Hill 
publications, he proves he wants to know by 


paying for the opportunity. Your advertising 
can also tell him something that can be 
important to his business. So, hit hard and 
hit often in the business publications read 


and respected by the men who recommend, 


specify and buy your products. Make 


your Sunday punch felt in Tuesday’s sales with 


adequate advertising schedules. 


For exa 


McGRAW-HILL PUBLICATIONS 


330 West 


£3ue Sts 587, 


NEW 


YORE 18, Maio 7. 


Every McGraw-Hill Magazine is a Member of, or is Qualifying for Membership in, The Audit Bureau of Circulations 


The fall promotion is titled “It’s 
in the Spotlight,” and the cam- 
paign features the complete Magic 
Chef line. Dealers are urged to 
use local campaigns that identify 
their stores as Magic Chef head- 
quarters. 

The company has completely 
revised its cook book, “Magic 
Chef Cooking,” which has been 
in use for 25 years. The 140-page 
book retails at $1.50. 


Sponsors ‘Fashion Story’ 
Elizabeth Ames, Inc., New York, 
is sponsoring “Fashion Story,” new 
television show aired over WJZ- 
TV and the eastern network, as 
part of the company’s pre-holiday 
campaign for Elizabeth Ames 
purse atomizers. The agency is 
Ray-Hirsch Co., New York. 


3 Name Tippett, Jackson 

Tippett, Jackson & Nolan, Bos- 
ton, has been appointed to handle 
the advertising of J. H. Emerson 
Co., Rivett Lathe & Co., and the 
Edward Brake Co. 


Reach this Market of 


‘HUNGRY’ 
MILLIONS: 


Eager to Buy © 


YOUR BRANDS! | 
EE I 


£ 


; 


Push up sales in the huge NAS- 
Land market, where you now have 
product distribution. Provide 
point-of-sale power by backing 
your local dealer with advertising 
in the local paper... the only one 
read intensively by his customers. 
You'll get better dealer relations 
... better display for your mer- 
chandise. Test for yourself the 
proved sales-stimulating value of 


HOMETOWN NEWSPAPER 


advertising...increase yourdealer’s 
sales and get your brands on top! ‘ 


(ts Easy 48 WAS./ 


Use 5 or 5000 of these smaller 
newspapers... circulation-tailored 
to fit your needs...the simple quick 
NAS way. Advertise your products 
in the ‘‘Home Papers’’ and make 
every publisher a sales represen- 
tative...every dealer a distributor! 


“Localize” for effective rN} 


selling action and watch 
beyond present boundaries! 
Write today for details! 


NEWSPAPER 


ADVERTISING 
SERVICE, Inc. 


222 N. MICHIGAN « CHICAGO |} 
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Four A’s Eastern 
Meeting Invites 


Agency Criticism 


New YorK—The New York 
Council of the American Associ- 
ation of Advertising Agencies will 
hold its annual Eastern conference 
at the Waldorf-Astoria on Nov. 15. 
The meeting will consist of a ser- 
ies of nine “Town Meetings.” 

Advertising agency men will in- 
vite “sharp and constructive criti- 
cism of every phase of its industry” 
at these meetings, according to the 
Four A’s. Nine functions of the 
agency business, research, creative, 
media, radio and television pro- 
duction, contact and service, pub- 
lic relations, sales promotion, pro- 
duction, and management will be 
discussed. 

Each meeting will have as its 
moderator a head of the agency de- 
partment under discussion. Regis- 
tration for each of the panel ses- 
sions will be $1 per person. 

Gordon E. Hyde, president of 


National spot advertisers buy more 
time on WMBD by far than on any 
other Peoria station. They base 
this preference on the RESULTS 
obtained from: 


@ Greater Share of Audience than 
All Other Peoria Stations COM- 
BINED (Hooper Peoria, III. 
Fall-Winter Report Oct., 1947- 
Feb., 1948) 


@ Full Scale Promotion and Mer- 


chandising. 70 announcements 
weekly ... newspapers ... bus 
cards ... displays ... direct mail 


. merchandising publication. 


@ Powerful New Facilities. New 
AM and FM power (5,000 watts 


AM with 20,000 watts FM at 
no extra cost) .. . increased cov- 
erage ... . new, modern theatre 


& studios. 


...and LIVE shows 


sponsored by : 
national advertiserse 


More and more WMBD live shows 
are becoming national advertiser- 
sponsored. For example — Vick’s 
Chemical, P & G Dreft, Star Model 
Beer. WMBD has the program 
know-how to do the job... full 
staff orchestra and 23 other pro- 
gram personalities. Total staff of 
65 trained personnel. 


ASK FREE & PETERS 


PEORIA 


rr} 


ces Affiliate © 5000 Watts] 
Free & Peters, Inc., Nat'l. Reps. 


Federal Advertising Agency, New 
York, is chairman of the New York 
council. 


Drops Brewery Account 
Gardner Advertising Co., St. 
Louis, has resigned the account 
of Hyde Park Breweries Associa- 
tion, Inc., effective Nov. 17. 


New York Firm Moves Office 

Recording & Statistical Corp., 
New York, has moved its office 
from 102 Maiden Lane to 100 6th 
Ave. 


Allmetal Screw to Lange 


Allmetal Screw Products, Inc., 
New York, manufacturer of stain- 
less steel fastening devices, has 
named Fred Lange Associates, New 
York, to handle an expanded trade 
publication and direct mail cam- 
paign. 


Walker-Gordon to Clements 
Walker-Gordon Laboratories, 
Plainsboro, N. J., has named Clem- 
ents Co., Philadelphia, to handle 
the advertising of Bovette, natural 
plant food for home use. Radio 
and newspapers will be used. 
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Sobotka Joins Lorr Rutherford Appointed Ups 
Jon Sobotka, formerly with the J. H. Shellard Rutherford, for H 
Newell-Emmett Co., New York,|merly with Canada Foundries { ep! 
has been appointed to supervise|Forgings Ltd., Brockville, Ont, Vor 
advertising and publicity of Lorr|has been appointed sales manage ew 
Laboratories, New York, maker of|of Dexter Lock Canada Ltd ast 
Milkmaid and Dura-Gloss nail|Guelph, Ont. He also will act a Nar 
polish. sales manager of Guelph Spring . he | 
Axle Co. ito} 
]WT Transfers Holdsworth eed 
Ben Holdsworth, formerly in the To Deutsch & Shea 
Toronto office of the J. Walter| Fleming-Hall Tobacco Co., Nev Five 
Thompson Co., has been trans-| York, has appointed Deutsch < Be 
ferred to New York to do contact | Shea, New York, to handle adver- has 
work in the agency’s international |tising for Sheffield Imperial cig- adv: 
department. arets. Cor} 


THE WALL STREET JOURNAL is the only national business 
daily (in fact, fhe only national newspaper) . . . printed ev 
business day id New York, Dallas and San Francisco. . . 

shipped via air to 11 key distribution cities . . . circulated in 
every state . . . over 80% day-of-publication delivery .. . 
exclusive news reporting on national “‘situations” . . . its 
reporters, correspondents and analysts are literally everyw er 
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Upson Promotes Walton 

H. Roy Walton, who has been 
epresenting the Upson Co. in New 
York, has been appointed to the 
ewly created post of assistant 
astern sales manager. Hugh A. 
Nard, who has been representing 
he company in the Cleveland ter- 
itory, has been appointed to suc- 
ceed Mr. Walton. 


Five to Bozell & Jacobs 
Bozell & Jacobs, Inc., Chicago, 
has been appointed to handle the 


advertising of Speed-O-Print. 


i- Institute, Precision Plastic 
Products Co., all in Chicago, and 
| Middle States Telephone Co., Park 
| Ridge and Pekin, Ill. 


PictSweet Appoints Lyons 

Phillip Lyons, formerly divi- 
sional sales manager of California 
Packing Corp., has been appointed 
general sales manager of Pict- 
Sweet Foods, Inc., Mount Vernon, 
Wash. John Walker, who has been 
in charge of PictSweet’s market 
‘expansion program, has_ been 
named assistant general sales man- 
| ager. 


Glenzip Introduces 
Zipper Repair Kit 


Cuicaco—Three plier-like tools, 


| no bigger than a dentist’s extrac- 


tion equipment, have made their 
market debut here. 

Their purpose: to repair any 
broken or jammed zipper in a 
fraction of a minute. The manu- 
facturer: Glenzip Co., an affiliate 
of Glenbard Tool Manufacturers, 
Inc. The price: $34.50. 

Glenbard, which produced atom 


bomb tools during the war, manu-' establishments, etc. 


factured a limited number of 
nine-tool zipper repair sets deve- 
loped by John MacDonald, an ex- 
G. I., soon after the war ended. 
The price of the original set 
was $175. More than 500 of the 
sets were quickly sold. Amazed 


by the potential market for a 


zipper repair kit, Mr. MacDonald 
and Glenzip developed a new 
three-tool set, priced for factories 
using zippers on their products, 
retail stores, cleaning and laundry 


Corp., Glenzip Co., National Mod- 


Have you any idea, as you step out of your 
shower, how much is going to happen in busi- 
ness today? 


Do you know how many new firms will open 
their doors? How many will go bust? How many 
patents will be issued, salesmen hired, new prod- 
ucts launched? 


Most of what happens today will depend on 
somebody’s decision. How many decisions are 
made in a day? How many are made that affect 
you and your business? 


Too much happens in business any day, every 
day, for there not to be a Wall Street Journal. 
Certainly too much happens for 155,283 decision- 
makers* to be without it. In fact, The Wall Street 
Journal is the business day, served up on a printed 
platter, with almost telegraphic speed, and with 
all the news and excitement that is business. 


IT COSTS LESS THAN YOU THINK 


You can be in The Wall Street Journal every 
other week for a full year—with a dominant 
8 in. by 10% in. space unit—for less than 


appen in one busy little day 


$16,000. And whatever your problem, it offers 
you all the flexibility only a newspaper’s big 
page size and high frequency make possible. 


In 6 years its circulation has tripled . . . while 
the rate per thousand has dropped 56 percent. 
No wonder The Wall Street Journal, according 
to continuing surveys, delivers more decision- 
makers for your dollar than any other magazine 
or newspaper. 


IT STRENGTHENS YOUR BUSINESS PAPER SCHEDULES 


Because its coverage cuts across all industry— 
manufacturing, mining, transportation, etc.—The 
WallStreet Journal actually increases the effective- 
ness of every business paper you are now using. 


The Wall Street Journal is the only national busi- 
ness daily. Its audience is the best-informed busi- 
ness audience in America. How well does it 
know you? 


Ask for your copies of this active audience 
broken down by title, by industry, by function. 
THE WALL STREET JOURNAL, 44 Broad 
St., New York 4, N. Y. 


2K 155,283 DECISION-MAKERS READ THE WALL STREET JOURNAL 


The total net paid attained circulation of The Wall Street Journal is over 135,000. A recent “one-out-of-every- 
four” subscriber check established a total identified readership of 223,641—adding the ultra-conservative-figure 
of 16/25ths of an additional reader for each paid subscriber. Decision-makers selected are only those executives 
ranking General Manager, Department Head, or better. Ask to see the detailed figures. 


daily vitality... 


PRR 5 og ag eR Pe ay 


Although Glenzip has not yet 
appointed an agency, it is plan- 
ning a substantial advertising 
drive using insertions in trade 
publications in fields where zip- 
pers are used. 


Four Sign with Nielsen 

Lever Bros. Co., Thomas J. Lip- 
ton, Inc., and Pepsodent Co. have 
signed for the National Nielsen 
Radio Index Service. Foote, Cone 
& Belding has signed a three-year 
contract for the new National NRI 
Service. In signing the agreement, 
FC&B bought the complete new 
service, which includes extra-week 
ratings, Television Service (to 
start in the New York area), Non- 
Network Service and Station Area 
Reports. 


Loudon Appoints Two 

Lester M. Strong, formerly with 
Geyer, Newell & Ganger, New 
York, has joined the media re- 
search and plans department of 
Henry A. Loudon Advertising, 
Boston. Eugene M. Deacon has 
been named head of the marketing 
and merchandising department. 


Fine Papers 


Fox River | Bau 
Latin. 


VISION 


Write 


W170 
your WALL 


Free Booklets by 
Dr. Robert R. Aurner 


INCREASE THE 


of your business letters 
Your success with business letters is 
measured by four simple tests—and 
the fine cotton-fiber paper we've 
been making for 65 years, water- 
marked “by Fox River,” is only one 
of the four ingredients of mail that 
makes you money. 

Writing in the free booklet, Money- 
Making Mail, Dr. Aurner points out, 
“The real PAY is what you say.” Then 
he helps you say the things that pay in 
second booklet, How to Put SOCK in 
Your First Sentence. 

Eminent authority on letters, for 18 years 
Dr. Aurner was ranking professor of busi- 
ness administration at the University of 
Wisconsin — now heads our Better Let- 
ters Division. 

Both booklets are ready for you — both 
free — write today. Please use your busi- 
ness letterhead. Fox RIveR PAPER Cor- 
PORATION, 1115 Appleton St., 
Appleton, Wisconsin. 


/ 
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_ NEW SURVEY BY STEWART, 
> DOUGALL & ASSOCIATES, 
NOW RELEASED! 
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SOUTH 
Agencie 
son, Da 
Tracy-Le 
Houston 


Elks possess a median annual com- 
bined family -income of $5,472.33 
—your assurance that 931,173 Elks 


have ample ability to buy. The follow- 


‘OPERAT 
Council 
ANA me 
General 
Dougall 


ing survey figures, authenticated by 
Stewart, Dougall & Associates, prove 
that Elks are solid citizens with an 


appreciation for good living. 


Of all Elks, 68.9% are home owners... 
92.6% invest in life insurance ...99.1% 
dial one or more of their own radios 


...and 94.1% raid their own refrigerators. 


For complete facts and figures on the great 


Elks’ male market, ask to see the 


intriguing presentation “Portrait of an Elk.” 
A note or phone call to our nearest office 


will bring a representative at your convenience. 
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2HOTOGRAPHIC 
REVIEW 


SOUTHWESTERN’S OFFICERS—Leaders of the Southwestern Association of Advertising 

Agencies, pictured at the fall convention in Houston, are (left to right): Alfonso John- 

son, Dallas, reappointed secretary; Monty Mann, vice-president and media director of 

Tracy-Locke, Inc., Dallas, incoming president; Dave Ritchie, Ritchie Advertising Agency, 

Houston, vice-president, and Lowe Runkle, Lowe Runkle Co., Oklahoma City, outgoing 
president. 


#1 


MERCHANDISER — This life-size cocker 
holds a miniature acetate hat box con- 
taining a plastic western hat ash tray 
and a gift certificate.. The display, de- 
signed by Tracy-locke Co., Dallas, aims 
at year-round sale of gift certificates, 
and is being made available to dealers 
by Byer-Rolnick Co., Garland, Tex., maker 
of Resistol hats. 


‘OPERATOR 25’ GROUP—Among members of the Distribution 
Council of National Advertisers, Inc., who held a session at the 
ANA meeting in New York were (left to right): Howard R. Smith, 
General Electric Co., Bridgeport; Paul W. Stewart, Stewart, 
Dougall & Associates, research, New York; Marshall Adams of 


Mullins Mfg. Co., chairman of the council; R. C. Folger, general 
manager, Western Union Telegraph Co. (through which this 
“Call Operator 25” plan for localizing national advertising is 
operated); Fred Wahlstrom, New York, president of the council, 
and John E. Wiley, Fuller & Smith & Ross, New York. 


CANTON GETS CHARTER—Officers of the newly organized Canton Advertising Club, 

Canton, O., inspect their new charter from the Advertising Federation of America as 

it is presented by Honor Gregory House (second from left), president of Gregory & 

House, Cleveland, and vice-president of the AFA. Left to right are: N. W. Sutmaier, 

vice-president of the club; Mrs. House; Robert E. Marriott, club president and adver- 

tising manager of Climalene Co., and Mrs. O. M. Shepherd, secretary, and Jack 
Higgins, treasurer. 


LA nie: Sel Ge BORG 
A ‘ i. 


THREE-WAY CAMPAIGN—Braniff International Airways’ use of the new Kleenex 

Pocket-Pack aboard its airliners keyed a three-way tie-in when International Cellu- 

cotton Products Co.'s product was introduced in Dallas through Wyatt Super Markets, 

city-wide chain. Al D. Anderson, Braniff ad manager, is shown here with the double 
truck newspaper ad (left) and display pieces used in the campaign. 


ANA 


THE WINNAH—Looking vaguely apprehensive, Earl B. Puckett, left, president of 

Allied Stores Corp., accepts the Coronet merchandising trophy. Allied’s C. C. 

Anderson Co., Boise, won the competition, conducted by Coronet in cooperation with 

Formfit Co. Shaking hands with Mr. Puckett is William L. Fort, advertising director 
of Coronet, while G. T. Sweetser, president of Esquire, Inc., looks on. 


| Trenton i 
| x 
Lige Mn 
~ ° cs 


MSS TRENTON WALKED—R. C. Maxwell Co.’s Community Chest sign in Trenton 
featured the six-foot attractively gowned “Miss Trenton,” who walked up the steps 
from day to day as contributions increased. When pledges lagged, she turned 
sround, sat down and frowned. The figure was constructed with joints at knees, 
hips and shoulders. 


mene ACTIVITIES 


DISTAFF—Members of the educational activities committee had 
a private table at the opening luncheon at the ANA convention 
in New York. Left to right are: Marion Dixon, National City 
Bank of New York; Lillian Denton, Underwood Corp.; Emma 


ANA DIRECTORS—W. N. Connolly (seated, center), new board 
chairman of Association of National Advertisers, appears with 
other members at ANA’s annual meeting. Mr. Connolly is ad 
manager of S. C. Johnson & Son, Racine, Wis. Others (seated, 
left to right) are: E. T. Batchelder, ANA secretary; W. B. Potter, 
Eastman Kodak, vice-chairman; Albert Brown, Best Foods, treas- 


\ 
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Hever, Dan River Mills; Selma Andrews, Hotpoint, Inc.; Joan 
Perry, Celanese Corp. of America; Mary Dahnke, Kraft Foods 
Co.; Rose White, American Central division of Avco. Mfg. Corp., 
and Doris Harvey, Pet Milk Co. 


urer, and Paul B. West, president. Standing: Cy Norton, vice- 
president; William A. Drisler Jr., Cannon Mills; Robert J. Keith, 
Pillsbury Mills; Robert M. Gray, Esso Standard Oil; J. Ward 
Maurer, Wildroot Co.; Donovan B. Stetler, Standard Brands; 
Robert J. Caniff, Servel, Inc.; B. R. Donaldson, Ford Motor Co, 
ond Marshall Adams, Mullins Mfg. Co. 
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Facts Starts House Organ 

Facts Consolidated, West Coast 
marketing research firm, has in- 
augurated a monthly house organ 
called “Cross-Section.” The publi- 
cation includes accounts of amus- 
ing experiences on the job, articles 
on research techniques, and pro- 
files of the staff. It consists of 
six to eight pages in a 7” x 8%” 
format. 


‘Fortnight’ Adds Three 

Karl L. Kellogg, Paul Theodore 
and Win Mather have joined the 
advertising staff of Fortnight, Los 
Angeles. Mr. Kellogg and Mr. 
Theodore will be in the Los An- 
geles office, and Mr. Mather be- 
comes midwestern representative 
with offices in Detroit. 


Walter Lowen 


PLACEMENT AGENCY 
. 


Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives « Copy « Art + Office 
Public Relations 
Please write brief 
cific Se a ees 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


RATES. 


75¢ per line, minimum charge $3. 


Cash with order. Figure bold foce heads 


(maximum two lines) 30 letters and spaces per line; 
numbers add two lines. Copy deadline Thursday 


dote. Display classified 


lor cord discounts on multiple insertions 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—E xecutive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personnel 


POSITIONS WANTED 
ARTIST: Layout and design. 4-A agency 
experience as art director on national 
accounts. Supervise department. Make 
roughs for complete campaign in confer- 
ence. Buy art and photography. Open 
for proposition with future. 

Box 9840, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


WON’T ACCEPT HIGH SALARY as sub- 
stitute for position that offers real 
future. Ygung man, married, with varied 
experience in advertising, radio, public 
relations, and newspaper writing, desires 
challenging, creative position in ad agen- 
cy or dept. which demands a hard worker 
with good ideas. Excellent family back- 
ground. Capable of meeting public. Univ. 
grad. Top refs. Now located in Chicago. 

Box 9849, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING SPACE SALESMAN 
Manager. .Seven years daily Metropolitan 
and Suburban newspapers. 3 years Na- 
tional Trade Papers as salesman and 
Manager. Eastern agency contacts. 31 
years old, married. 

Box 9856, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


REPRESENTATION 
TO RIGHT 


tops in their respective fields. 


BACHRODT, NEWELL, 
75 E. Wacker Drive 


ALERT, AGGRESSIVE 


Our client —an aggressive young publishers’ representative 
organization — is resigning a business paper account the end 
of the year that they have brought from a billing of slightly 
over $23,000 in 1946 to about $50,000 this year. There are three 
experienced salesmen in the organization and a competent 
office manager. The territory travelled is from Pittsburgh to 
Denver. The two monthlies and the annual retained are all 


small list assures intelligent selling, intensive follow-through. 
Here is an opportunity to obtain effective high grade repre- 
sentation that can go into immediate action for the right pub- 
lisher. Your inquiry will bring a prompt reply from our client. 


. Chicago 1, Illinois 


NOW AVAILABLE 
PUBLISHER 


Policy of concentrating on a 


O’KANE AND GANO 


Publisher wants two young 
men with some advertising 
experience . . East and West 


If you are young, but have some indus- 
trial advertising experience, and you want 
to learn about publishing to make you 
successful in selling ... rather than merely 
“peddling space”... 


... write and tell us your age, experience, 
education and something of what you 
want to do and what you expect to earn, 
now and later. 


"We" are a young, progressive, success- 
ful company that needs more “good tal- 
ent" in New York and Chicago offices. 


Give full details or interview will not be 
granted. 


BOX 7200, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Ill. 


CHOICE DISPLAY SPACE 
seus, SELLS, SELLS. 


get it with 
ADVERTISING MIRRORS 
eee 


MIRRO-PRODUCTS COMPANY 
High Point 2, North Carolina 


SALES EXECUTIVE 
AVAILABLE 


My record is exceptionally outstanding 
with a nationally advertised concern do- 
ing millions annually and with a large ad- 
vertising budget backed up with an aggres- 
sive sales and merchandising program. 

I am an excellent organizer and coordi- 
nator of Sales and Merchandising plans 
with the knack of inspiring associates to 
form a result-getting team. As a proven 
idea man, a doer, with the drive, energy, 
appearance and know-how, I will do an 
outstanding job for you in developing 
your sales and merchandising operation. 
{am in my thirties and my average earn- 
— always in 5 figures. 

t's talk about this and fill in the 
details. 


Box 7202, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


OPPORTUNITY FOR WRITER 


If you have had experience in writ- 
ing advertising copy or sales cor- 
respondence, you may qualify for 
newly created post as editor of 
sales magazine for large midwestern 
manufacturer of automotive 
products. 


Write, stating past experience 
and references. Man should be un-| 
der 35, a creative writer, and al 
self-starter. | 

Address Box 7203 
ADVERTISING AGE 


100 E. Ohio St. ° Chicago 11, Ill. 


WANT TO BUY 
CHICAGO 
ADVERTISING 
AGENCY 


Either small or medium size 
agency. Must have full recognition 
in all media. Attractive offer for 
right proposition. Write 

Box 7204, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


advertisements take card rate 


POSITIONS WANTED 
Trainee position sought by ambitious, re- 
sourceful yng. man. B. A. in Adv. Some 
sales copy exper. Excel. bkgrd.-references. 
Box 9850, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Production Mgr.—or will consider Ass’t 
in large agency. Exp. Industrial, Fashion, 
Radio & Contact work—Chi., St. Louis or 
New York area desired. Age 33, single. 
Box 9851, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ili. 


LAYOUT MAN-ART DIRECTOR 
Wants To Move South. 


Agency partner severing association. Age 
36, 15 years experience, diversified ac- 
counts. Planning creative roughs, compre- 
hensives. Qualified art director, knows 
type, production, and graphic arts. Avail- 
able Jan. Ist. 

Box 9853, ADVERTISING AGE 

100 E. Ohio §St., Chicago 11, Ill. 
Experienced export executive employed in 
Chicago, world traveled, linguist, age 35. 

Box 9854, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, lll. 


Can you benefit by services of 
PERSONABLE WOMAN EXECUTIVE 
seasoned in promotion, edit., advertising. 
Strong in fashions and home furnishings. 
“ Box 9855, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Creative Contact Man now employed seeks 
better opportunity. Solid 1l-year creative 
background with publisher, advertising 
agency and major electric manufacturer. 
Top-flight ideas, copy techniques in na- 
tional ads, direct mail, sales promotion 
and house organs. Desires more contact 
work. Age, 31, Married, two children. 

Box 9857, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


REPRESENTATIVES WANTED 


Nationally-known lithographer of high- 
class color work needs aggressive, on- 
the-spot representation in the Chicago 
area. Our quality line of halftone 
twenty-four sheet posters, outdoor 
tackers and mounted displays can suc- 
cessfully be added by a man already 
handling a non-competitive line of 
advertising specialties. If you're the 
man we're looking for, write today giv- 
ing complete particulars of your exper- 
ience, family data and present connect- 
ions. Replies treated confidentially. 

Box 9852, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Miles Adds 2 Shows, 
Now Sponsors Seven 


ELKHART, IND. — Miles Labora- 
tories has added two CBS network 
shows to its fall and winter radio 
schedule. 

The programs are “Hilltop 
House,” Miles’ first day-timer, and 
a comedy and musical show built 
around Herb Shriner, one of the 
stars in “Inside U.S.A.,” and the 
Raymond Scott quintette. 

The other five Miles radio shows, 
‘‘Queen for a Day,’’ Morgan 
Beatty’s news, “Quiz Kids,” “Alka- 
Seltzer Newspaper of the Air,” and 
Fred Beck’s program continue un- 
changed. 

Also unchanged, despite reports 
to the contrary, are the company’s 
poster, car card and magazine 
campaigns, the latter using more 
than 20 publications, through Wade 
Advertising Agency, Chicago. 


CBS Stages Private 
Color Telecasts for FCC 


There were faint signs of color 
on the television horizon in New 
York again last week as word of 
a private color telecast staged by 
CBS for the Federal Communi- 
cations Commission leaked out. 
Columbia remained officially si- 
lent, but the network reportedly 
satisfactorily demonstrated color 
video on a standard table model 
set equipped with an adapter. 

This device (its rumored cost is 
around $25) would enable current 
television set owners to tune in 
color telecasts. 


General Panel to Durstine 

General Panel Corp., Los An- 
geles and Monterey, Cal., has 
named the San Francisco office of 
Roy S. Durstine, Inc., to handle 
its advertising in national con- 
sumer magazines, radio and Pa- 
cific Coast newspapers. 


WSNY Promotes Paul 


| Gordon E. Paul has been ap- 
| pointed assistant sales manager of 
'Station WSNY, Schenectady, N. Y. 

He has been with the station since 
| 1945. 


Advertising Age, November 8, 194} 


LOWDOWN ON DIRECT MAIL—The formula for good letter writing is given by 
Henry Hoke (standing), publisher of The Reporter of Direct Mail Advertising, to 
the Publicity Club of New York. Head table guests are, (left to right): Edward 
Weinberg, president, Century Letters; Athos Leveridge, public relations director, 


Industrial Diamond Association; Robert 


Nathans, vice-president, Sheldon, Morse, 


Hutchins & Easton; Mr. Hoke and Horace Nahm, president, Hooven Letters, Inc. 


View-Masters and 
Stereo-Stories Get 
Heavy Promotion 


PorRTLAND, OrE.—Sawyer’s, Inc., 
is going all-out this year to help 
its dealers sell more View-Masters 
and the néw Stereo-Stories during 
the Christmas season. 

The company will use space in 
Coronet, Maclean’s Magazine and 
The Saturday Evening Post and is 
merchandising its View-Master 
equipment to more than 4,000 
dealers as a potential year-round 
traffic builder. 

The Stereo-Stories are popular 
tales illustrated with View-Master 
reels, each containing seven full- 
color photographs which may be 
viewed in three dimensions 
through use of the View-Master 
stereoscope. Dealers are told that, 
from the store’s standpoint, the 
sale of a stereoscope is just the 
beginning; the satisfied customer 
comes back to buy more reels and 
additional equipment. 

Anticipating the stores’ Christ- 
mas problems, Sawyer’s has pre- 
packaged the reels in sets of three 
and six, increasing the unit sale. 
The units are priced at an even 
figure, $1, $2, etc., so they can be 
sold with a minimum of confusion. 
Differently colored envelopes are 
used, with the price plainly 
marked, so inexperienced sales 
people can handle them. 

A dealer package presents the 
merchandising story on the View- 
Master line, which is fair traded. 
Retailers are offered window cards, 
banners, statement enclosures, 
newspaper mats and window dis- 
plays tied into a central theme. 
Orders from retailers are already 
exceeding the company’s most op- 
timistic hopes, officials said. The 
equipment is sold through photo- 
graphic, stationery, gift and de- 
partment stores. 

Stereo-Stories and the View- 
Master will be promoted in a two- 
color page in the November 
Coronet; a two-color half page in 
the Nov. 20 Post, and a quarter 


page in the Nov. 15 Maclean’s 
Magazine. 
Carvel Nelson Advertising 


Agency handles the account. 


California Hat Designers 
Hold Spring Market Week 

Ten designers will appear at 
the California Millinery Designers’ 
spring 1949 Market Week, to be 
held the week of Dec. 6 in Los 
Angeles. Plans are being formu- 
lated to televise the fashion show 
which will headline the week. 

Designers participating will be: 
Caspar-Davis, Leslie-James, Ruby 
Ross Hats, Yvonne Millinery, Suzy 
Lee Hats, Inc., Grace Nugent Hats, 


Phil Strann, Weyman Brothers, all | 


of Los Angeles, and Simon Milli- 
nery Co. and Dan Levin Co., San 
Francisco. 


Perfection Backs 
Home Heaters With 
Its Biggest Drive 


CLEVELAND—Perfection Stove Co. 
has launched the biggest single 
product advertising schedule in the 
company’s 60-year history, pro- 
moting its Perfection oil-burning 
home heaters. 

The campaign includes full-page 
ads for three consecutive months 
in a dozen national magazines; 
similar space in 11 farm publica- 
tions, also in each of three issues; 
and copy in nine business papers 
serving dealers. 


A broadside highlighting the 
autumn campaign pictures the 
front covers of all the general and 
farm publications on the list and 
depicts a number of dealer aids, 
including consumer sales literature, 
displays, a 22-minute sound and 
color film, sales tools, service man- 
ual and “Dealer Help Bulletin.” 
The full-color brochure opens into 
a handy window poster. 

McCann-Erickson, Inc., is the 
agency. 


Sharp & Dohme Names Muckle 

Russell J. Muckle, formerly with 
Frederick Stearns & Co. as man- 
ager of export sales in the Far 
East and South America, and later 
instructor in foreign trade at the 
University of Detroit, has been ap- 
pointed export sales manager of 
Sharp & Dohme, Philadelphia. He 
succeeds Con M. Hewitt, who has 
been appointed director of market- 
ing in the domestic sales division. 


Gibbons Appoints Three 


Douglas S. Marshall, formerly 
newscaster for the Toronto Globe 
& Mail, and Harold J. Cook, for- 
merly assistant advertising man- 
ager of Canadian Canners Ltd., 
have been named senior account 
executives of J. J. Gibbons Ltd., 
Toronto. A. Dillon Stubbings has 
been appointed director of agency 
promotion. 


Appoints Moseley 

Seth H. Moseley II has bee. 
named public relations director of 
the Greater New York Fund. He 
was formerly campaign publicity 
director of the United Hospiti! 
Fund and before that director cf 
public relations conferences fcr 
the National Association of Man- 
ufacturers. 


Cook Resigns Kingan Post 

Delbert J. Cook has resigned <s 
manager of the advertising an 
public relations division of Kingz: 
& Co., Indianapolis meat packe’. 
His future plans have not been 
announced as yet. 


- 


Gratlex Appoints Elliott 

Leonard C. Elliott, formerly ac- 
vertising manager of Krypt: 
_Corp., has been appointed assis‘ 
jant advertising manager of Gri- 
| flex, Inc., Rochester, N. Y. 
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Porcelain Enamel 
Marketing Practices 
Studied by Institute 


Cuicaco—Although its advertis- 
ig plams for the coming year 
are not yet formulated, the Por- 
cclain Enamel Institute discussed 
methods for improving and inten- 
sifying marketing practice to meet 
competitive conditions at its sales 
and management conference here. 

Despite the possibility that the 
present supply picture may be 
significantly altered by a national 
security program, D. H. Malcom, 
co-chairman of the PEI market 
development committee, pointed 
out that last year 10% more dur- 
able consumer goods were pro- 
duced than were sold. 

The conference discussed plans 
for meeting competitive selling 
conditions by improving design, 
shop practice, enamels and pack- 
aging, in addition to merchan- 
dising methods. 

A large portion of the session 
was devoted to discussion of ways 
and means for reducing the 
$20,000,000 annual shipping loss on 
packaged porcelain enameled pro- 
ducts in transit. 

A packaging program based on 
pre-shipment tests of packaged 
products has been endorsed by 
the Association of American Rail- 
roads, American Trucking Asso- 
ciation and the Railway Express 
Agency, in addition to appliance 
manufacturer groups. 


Larsen Opens Fall 
Veg-All Campaign 


GREEN Bay, Wis.—The Larsen 
Co., canner of vegetable special- 
ties here, has opened a stepped-up 
autumn campaign for its Veg-All 
(mixed vegetables) and Layer- 
Pack (five separate vegetables in 
one can). 

Full-page, four-color consumer 
advertisements are scheduled to 
run through the fall in Ladies’ 
Home Journal, Life and McCall’s, 
and the dealer promotion will use 
four grocery trade publications. 

The company, which has built 
its reputation on various types of 
specialty products, including a 
vacuum-packed line, has included 
recipes and a coupon offer for a 
recipe booklet in the ad copy. 

Campbell-Mithun, Chicago, is 
the agency. 


Sarra Produces Film 
on Home Planning 


Sarra, Inc., Chicago and New 
York, has produced a color motion 
picture on home planning, entitled 
“Story of a House,” which is the 
first in a series of better home 
planning movies to be prepared in 
cooperation with the editors of Bet- 
ter Homes & Gardens. The film, 
which will be premiered on Jan. 
3 at the Chicago Furniture Mart, 
will be available Feb. 1 for show- 
ing to department store audiences 
and other interested groups. 

Each film in the series will be 
tied in with individual store pro- 
motion and will cover specialized 
phases of home decoration and 
iniprovements. 


S:well Forms PR Division 

Sewell Advertising Agency, New 
O-leans, has established a public 
relations division, with R. J. Caire 
in charge. In addition, the agency 
his moved to larger quarters at 
8: Carondelet St. 


T> Peterson & Kempner 

Peterson & Kempner, Inc., New 
York, has been named to direct 
the advertising of Behr-Manning 
Curp., division of Norton Co., Troy, 
’ Y., manufacturer of abrasive 
pb! oducts. 


WT, Mabs Call It Quits 


J. Walter Thompson Co. and 
Mabs, Inc., Los Angeles, have mu- 
tually agreed to end their agency- 
cLent relationship. 


Appoints Cory Snow 


Superior Mfg Co., Fitchburg, 
Mass., manufacturer of plastic 
headed nails and insulated staples, 
has named Cory Snow, Inc., Bos- 
ton, to handle its advertising and 
merchandising. 


Name Hauptman Agency 


H. W. Hauptman Co., New York, 
has been named to handle the 
advertising of Atomite Electronic 
& Radio Corp. and its subsidiaries, 
Television Industries and Tele- 
vision Assembly Co. 


Hutchinson Joins KGO 


Wally Hutchinson, formerly with 
Consultants Ltd., San Francisco, 
has joined the advertising promo- 
tion and publicity staff of Station 
KGO, San Francisco, as assistant 
to Maury Baker, manager of the 
department. 


To Spitzer & Mills 


The Montreal office of Spitzer 
& Mills has been appointed to 
handle the advertising of the Excel 
division of General Bakeries Ltd., 
Montreal. The agency will direct 
the French radio show, “Le Club 
de Securite G. B.” 


How Commercial 
Can You Get? 


New YorK—Tele-Tech maga- 
zine has come up with an idea 
that should guarantee television 
sponsors a 100% identification. 

The magazine suggested that 
the station’s call letters and the 
sponsor’s name be displayed at all 
times on the left, lower corner 
of the video screen. The proposal 
is reminiscent of early movie days 
when each scene of a film carried 
an identifying trade mark. 

Dr. Orestes H. Caldwell, editor 
of the publication, said: “This tele- 
vision identification suggestion has 
been discussed with several sta- 
tion executives and sponsors who 
seem enthusiastic about the bene- 
fits. We think the video audience 
too will be glad to have such 
continuous identification.” 


Meyers Appoints Fellman 


I, Meyers & Sons, Philadelphia, 
maker of Melrose Park slacks, has 
appointed Leonard F. Fellman & 
Associates, Philadelphia, to handle 
its advertising. 


Reynolds Appoints Acuft 


William W. Acuff, formerly 
president of Robert Hetherington 
& Son, Sharon Hill, Pa., has been 
appointed regional manager for the 
eastern region of the building pro- 
ducts division, Reynolds Metals Co. 
He will make his headquarters in 
New York. 


Furtow & On 
New York 16, N. Y. 


The average reader 
of this publication 
spends 2 hours and 

24 minutes on each 
issue. 


Verified by FACT FINDERS 


_ 232 Madison Ave. 


( some people 


are five times as thirsty +) 


Offhand, you might say, there’s no American institution quite 
so broadly national as the bottled soft drink. But is it, really? 


In one state, for instance, the average resident drains 160 
bottles a year. In another, he is content with a mere 29. 
In dollars and cents, the first average citizen spends $5.02 


a year, the second 87 cents. 


Thirst may know no season, but those in business to slake it 

can well afford a look at geography. As can the makers of 
almost any product you can name. For markets— whether you 
measure them by states or regions or cities —differ as much 


as the people who live in them. 


In the new economic geography of America that so many advertisers 
are discovering, newspaper advertising has a basic and exciting 

role. Newspapers, because theyre as local as the markets where 

they flourish, are showing many advertisers the way to lower-cost, 
higher-powered selling. Through them you can make your 


advertising work in accordance with 
the unchanging axiom that... 


The Bureau of Advertising, ANPA, is in business to help you locate the customer 


markets for your product. Call or write us at: 370 Lexington Ave., New York 17, Murray Hill 5-8575 
360 N. Michigan Ave., Chicago 1, State 2-8681 * 240 Montgomery St., San Francisco 4, Exbrook 2-8530 


Published by the Newark Evening News in the interest of more effective advertising. 
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Admen, Actors, 


Company Execs 
Hold Sales Show 


Formfit Co.'s First 
Merchandising Clinic 
Called Big Success 


Cuicaco—Acting on a depart- 
ment store buyer’s suggestion, 
Formfit Co. has held its first 
merchandising clinic, with top 
company executives, top brass of 
its advertising agency and 19 pro- 
fessional actors cooperating in a 
smoothly meshed presentation of 
facts on figures and foundations. 

The whirlwind two-day con- 
ference, material for which was 
later presented to the 125 mer- 
chandise managers and buyers in 
a 4”-thick information manual, 
moved at a fast pace from dis- 
cussion to dramatization and back. 

The department store execu- 
tives, representing more than 100 
large, medium and small stores, 
came from all portions of the 
U. S. and Canada—and paid all 
their own expenses. 


sw Theme of the meeting was 
“know your market,” and at al- 
most every potential lull in the 
proceedings, a group of songsters 
offered another clever verse of 
a singing commercial keyed to 
that slogan. 

Allan Dicus, vice-president of 
MacFarland, Aveyard & Co., 
warned the group that mail order 
houses and chain stores “threaten 
to destroy the very existence of 
the independent retailer’ unless 
the department stores and other 
independents meet the needs of 
the market and the customers. 

Chain stores, he declared, “are 
doing a better job of meeting the 
market they serve” than indepen- 
dent retailers. Their research de- 
partments, store planning engi- 
neers, sales training schools and 
testing laboratories make it pos- 
sible for them to “sell limited 
merchandise in a more perfect 
manner, while independents do a 
wider job more loosely.” 


s As for efforts of independents 
to analyze and meet their market 
requirements, Mr. Dicus asserted 
that “in total they have so far 
been ineffective, particularly on 
the consumer level.” 

Formfit’s advertising manager, 
Walter H. Lowy, who brought the 
idea for a merchandising clinic 
to fruition, told the meeting that 
if independents wish “to hit the 
chains where they are most vul- 
nerable,” they must do _ three 
things: give more and better ser- 
vice, carry larger and _ better 
assortments, and promote quality 
with nationally known brands. 

Mr. Lowy laid down a verbal 
barrage on the “holy fetish” of 
exclusive rights to a particular 
line. He termed the concept of 
exclusive rights “one of retailing’s 
biggest fallacies.” 


# Documenting his contention 
with statistics, Mr. Lowy threw 
graphs on the screen which 
showed that, in seven markets 
where stores formerly sold Form- 
fit on an exclusive basis, the vol- 
ume of profit during the first year 
of non-exclusive selling went up 
53%, 42%, 33%, 24%, 18%, 17%, 
and 3%. 

“The whole idea of having an 
exclusive on brand merchandise 
has no place in enlightened mo- 
dern retailing,” he asserted. “To 
be sure, there are instances where 
stores have done an excellent job 
with an exclusive line. From all 
the evidence on the subject, how- 


SHOULDER TO SHOULDER—David Stotter and Hays MacFarland (left to right), copy 

director and president of MacFarland, Aveyard & Co., respectively, get together for 

a between-the-scenes chat with Walter H. Lowy, Formfit Co.'s vice-president in charge 
of advertising, at the Formfit merchandising clinic in Chicago. 


ever, these cases are due to con- 
centration of promotion and sales 
effort far beyond the normal re- 
quirement.” - 4 

Speaking on the subject “how 
to advertise,” David Stotter, vice- 
president of MacFarland, Aveyard, 
disclosed results of an indepen- 
dent survey on the impact of 
Formfit advertising. “What we 
found out,” he said, “enabled us 
to reach and influence up to 
three times as many customers 
and potential customers for the 
same dollar cost of advertising.” 


a The findings: 

1. The closer a figure looks to 
a normal human being, the more 
goods it will sell. 

2. Color is warranted only with 
items where color is the main 
appeal. 

3. “Women want a_ definite 
statement of what a bra or girdle 
or foundation will do for them, 
not what it has done for Lana 
Turner or Myrna Loy.” 

4. Every corset ad should pro- 
mise these three fulfillments: 
glamor, fit and comfort. 

The secret of successful adver- 
tising, Mr. Dicus added, lies in 
“carefully selecting your merchan- 
dise to fit the needs of the market, 
timing it to the psychological mo- 
ment of maximum market re- 
sponse, making it sell related mer- 
chandise for you, and telling your 
customers...in the ads, in the 
store, and in your mailings.” 


G-E Lamp Department 
Buys TV ‘Carnival’ 


New YorKk—“The Dennis James 
Carnival,” a 30-minute vaude- 
ville telecast, premiered Oct. 31 
over WCBS-TV under the sponsor- 
ship of the lamp department of the 
General Electric Co. Batten, Bar- 
ton, Durstine & Osborn is the 
agency. 

The lamp department’s previous 
experience in video was as a base- 
ball sponsor. The company, in co- 
operation with the General Elec- 
tric Supply Co., backed the Cleve- 
land Indians over WEWS last sea- 
son. 

The electronics department, 
through Maxon, Inc., carries the 
“NBC Newsreel” over NBC’s East 
Coast network and several non- 
connected stations. 


Cluett, Peabody to Use Video 

Cluett, Peabody & Co. New 
York, will sponsor a _ television 
program on NBC’s eastern tele- 
vision network, beginning Nov. 24. 
The 30-minute show will star Phil 
Silvers, and will be heard at 8:30 
p.m., EST. Young & Rubicam, New 
York, has the account. 


WKLO Appoints John Blair 
Station WKLO, Louisville, which 
is expected to go on the air this 


Co. as its exclusive national rep- 
resentative. The station is owned 
by the Mid-America Broadcasting 


Corp. 


Elgin, Wrigley and 
Elgin-American Sign 
for Holiday Shows 


New YorK—Elgin-American 
division of the Illinois Watch Case 
Co. will sponsor a_ two-hour 
Thanksgiving Day variety show 
over the ABC television network. 

The holiday revue, set through 
Weiss & Geller, will originate at 
WJZ-TV, New York, and will be 
fed to four other East Coast 
stations. 

Kinescope recordings of the 
telecast will be flown to Chicago, 
where WENR-TV will broadcast 
it to ABC’s midwest hookup on 
Monday, Nov. 29. Unaffiliated and 
West Coast TV stations will prob- 
ably carry the show later. 


ws The manufacturer of compacts 
and other items (not to be con- 
fused with Elgin Watch—see be- 
low) will originate the show at the 
Ritz Theater in New York, inviting 
dealers, department store buyers 
and others to the festivities, ac- 
cording to Marvin Mann, W&G 


vice-president in Chicago, who will 


direct and produce the show. 

It will feature Milton Berle as 
master of ceremonies, Paul White- 
man and a 40-piece band, and al- 
most a score of big show-business 
names, including Ginny Simms, 
Paul Draper, Jerry Colonna, Jean 
Sablon, Maury Amsterdam, Phil 
Silvers, etc., etc. The show will 
probably be the most expensive 
single performance yet aired on 
TV, with cost estimated at over 
$50,000. It will be backed with 
newspaper and point-of-sale pro- 


motion in all cities where it is 
seen. 
@ Elgin National Watch Co.’s 


annual two-hour broadcasts on 
Thanksgiving and Christmas Day 
(4-6 p.m. EST both days), CBS 
features in past years, this year 
will be aired over the NBC net at 
the same hour. J. Walter Thomp- 
son Co. is the agency. 

William Wrigley Jr. Co. has 
signed to sponsor a similar two- 
hour show on the CBS web (4-6 
p.m. EST) on both Thanksgiving 
and Christmas through Ruth- 
rauff & Ryan. 


Elects Meredith to Board 


Edwin T. Meredith Jr., vice- 
president of Meredith Publishing 
Co., Des Moines, has been elected 
to the board of directors of Tele- 
vision Associates, Inc., Chicago. 


To Typographic Craftsmen 

Arthur R. Langner, formerly 
with Faithorn Corp., has joined 
Typographic Craftsmen, Chicago, 
where he will do sales and ex- 
ecutive work. 


Browne Appoints Jay Agency 
month, has named John Blair &| 


Browne Vintners Co., New York, 
has appointed the Charles Jay Co., 
New York, to handle advertising 
for Barton & Guestier French 
wines. 


Advertising Age, November 8, 1918 


termine price trends. 


printed media. 


Commodity 


W&M shoes 
W&M slips 
Men’s topcoats 
Bedroom suites 


Radio sets 


Commodity 


*WE&M slips 


*Men’s shoes 
*Men’s shirts 
*Broadloom carpeting 

Bedroom suites 
+ Radio sets 


sion at all. 


W&M silk or wool dresses............. 


ay I 


Occasional living room chairs..... 
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*W&M silk or wool dresses........... 
*W&M untrimmed cloth coats..... 
. go GE = 


*Men’s wool suits.................00cec00 


Poerrerrrer rrr ities 


Trend of Retail Prices in September 


George Neustadt, New York, checks all retaii advertising 
of about 90 consumer commodities in nine cities to de- 
By special arrangement with Mr. 
Neustadt, ADVERTISING AGE each month shows the trend 
in prices, as well as total advertising support, of the 10 
most significant or interesting commodities of the month. 
Prices shown here are the midpoint prices, meaning that 
half the advertising for each item featured a higher price 
than that shown, and half featured a lower price. 
tabulation covers all advertising of each commodity in the 
measured cities—by all types of retail outlets and in all 


The 


Average for month during September 


Advertising Linage Comparison 


1948 1947 1940 
esd $ 18.70 $ 18.00 $ 13.68 
— 91.60 85.00 53.40 
caer 44.20 41.40 16.16 
ae 10.83 10.32 §.52 
Gs 3.60 3.18 1.36 
aaa 42.24 41.52 25.50 
outs 49.84 47.44 27.00 
awed 177.60 162.40 72.20 
noah 57.85 60.70 26.50 
hail 106.60 103.60 49.38 
1947 1948 % 
Linage Linage G or L 
1,486,700 1,548,940 4G 
726,342 838,485 16 G 
855,179 722,353 15 L 
163,108 213,441 31 G 
746,576 1,047,712 40 G 
264,992 333,405 26 G 
216,636 251,136 11 G 
112,159 189,985 69 G 
397,334 387,172 2L 
495,572 505,586 2G 


* Linage at all-time high for September. 

+ 505,586 lines to radio sets is, as noted above, 2% over last 
year’s 495,572. Not yet included in this report is the linage de- 
voted to television sets, but it is interesting to note that this 
commodity surpassed radio sets, carrying 506,897 lines. 
despite the fact that two of the nine cities do not advertise televi- 


This, 


Poultry Raisers, 
Dog Owners to Bid 
for Purina Prizes 


St. Louis—Two nationwide con- 
tests, for poultry raisers and for 
sportsmen and dog owners, share 
the spotlight in the promotion of 
Ralston Purina Co. products this 
fall. 

To poultry raisers, the company 
is directing a $20,000 contest fea- 
turing the five Purina laying chows 
and designed to encourage farmers 
and others to get more eggs from 
their flocks. National prizes in- 
clude a Willys Jeep station wagon, 
RCA Victor television-radio-pho- 
nograph combination and Interna- 
tional Harvester home freezer, and 
additional prizes are offered for 
winners in each state. 

The egg-laying contest is being 
advertised in Farm Journal, most 
of the poultry publications and via 
Purina’s Mutual network show, 
“Checkerboard Jamboree,” in the 
South. Local promotion is being 
done cooperatively by Purina deal- 
ers and those for various products 
offered as prizes. Promotional fold- 
ers contain charts for the contest- 
ants’ use in tabulating daily egg 
records and official report blanks 
for a 90-day period. Contestants 
also must write a letter of not 
more than 100 words telling why 
they like to feed Purina laying 
chows. 


® To promote Purina dog chow, 
the company has expanded its 
“You Judge the Dogs” contest to 
include what it believes is the 
largest dog food ad run in a single 
national magazine. The seven-page 
ad in the October Sports Afield 
pictures the dogs to be judged, the 
prizes offered, and carries a story 
on dog selection by Horace Lytle, 
Sports Afield dog editor. Entries 
must be accompanied by an analy- 
sis tag from a bag of Purina dog 
chow. 

Through direct mail and by 
handout from Purina dealer stores, 
the company distributed 150,000 
contest folders last year. It expects 


this year, through a tie-up with 
Sports Afield, to distribute 1,250,- 
000 copies to sportsmen and dog 
owners. Reprints of the ad are be- 
ing sent to kennel owners and 
breeders, sportsmen’s clubs and 
sporting goods dealers, and Sport: 
Afield is re-running the ad in Dog 
World. 

Winners in the nationwide con- 
test, who must pick the best o! 
four dogs in six breeds, are to re- 
ceive 678 prizes, totaling $10,00! 
in cash value. Another Willys sta- 
tion wagon tops the list of prizes in 
this competition. 

Gardner Advertising Co. handles 
the account. 


Vick Names Mabry President 


Edward L. Mabry, executive as- 
sistant, has been elected presiden! 
of Vick Chemical Co., New York, 
succeeding William Y. Preyer, who 
is retiring (AA, Oct. 4). Mr 
Preyer becomes chairman of ihe 
‘inance committee. 


Appoints Wiley, Frazee 

Lollipop Fashions, New York, 
mail order children’s wear, 1a 
appointed Wiley, Frazee & Daven 
port, New York, to handle its ad 
vertising. 


Gets Antara Account 


The House of J. Hayden Twiss 
New York, has been named t 
direct the advertising of Anti 
Products, a division of Genera 
Aniline & Film Corp., New York 
Trade publications will be usec 


Appoints McDermott 


Tom McDermott, formerly w it! 
Wilson, Haight & Welch, has bve 
appointed eastern representativé 
of Kaufman Mat & Stereotype (0 
Cincinnati. He will make his he 14 
quarters in New York. 


Bothwell Moves Office 


The Hollywood office of W. fF a! 
Bothwell, Inc., has been mo’e' 
from 1624 N. Hudson to 1680 
Vine St., Hollywood 28. 


Burlingame-Grossman Mov« s 
Burlingame-Grossman Adver /5 

ing, Chicago, has moved to lai gé 

quarters at 201 N. Wells St. 
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Writer Accuses OWI of 
‘Morganistic’ Ad Marriage 


WASHINGTON—Admen who “gave 
their all” for war bonds, V-Mail 
and a hundred other patriotic pur- 
poses will find it hard to stomach 
passages in Bruce Catton’s “The 
Warlords of Washington” (Har- 
court, Brace & Co., $3) referring 
uncharitably to “a Morganistic 
marriage” involving the Office of 
War Information with “the ad- 
vertising, radio and motion pic- 
ture fraternity.” 

As an old-time newsman, Mr. 
Catton instinctively resented 
OWI’s efforts to bang heads to- 
gether until government spoke 
with one voice. He instinctively 
believed in the newsman’s right 
to contact the sources of news even 
if the resulting stories reflected 
embarrassing disagreement in 
inner councils, Loyalty to this 
principle left Mr. Catton’s infor- 
mation division at the War Pro- 
duction Board aces high with 
Washington’s working newsmen. 

Most of “Warlords” is an essay 
on how things would have been 
run if Mr. Catton had _ been 
Donald Nelson, the Secretary of 
War, F. D. R., or everyone else in 
authority. All too little of it is 
devoted to government press re- 
lations, a subject which Mr. Catton 
handles authoritatively and con- 
structively. 

Early in the war, Mr. Catton 
was shocked to hear that an un- 
named Detroit advertising agency 
had offered a “public relations 
program” to shield General Motors’ 
vice-president William Knudson 
from the criticism pouring in on 
his lethargic Office of Production 
Management. Certain that “a pub- 
lic agency gets good public re- 
lations only by deserving it,” Mr. 
Catton remained convinced there- 
after that sales promotion ideas 
and techniques used to explain 
many complicated “action” pro- 
grams put war information in a 
class with campaigns for deodo- 
rants and gargles. 

To Bruce Catton, government 
public relations consists solely of 
“getting out as many facts as the 
good Lord will permit.” He warns: 
“Wherever you find a government 
department, bureau or commission 
beginning to shape its words or 
deeds so as to create a desired 
public reaction, you have an 
agency which is right on the verge 
of stepping on its own tail 
feathers.” 

* & & 


Broadcasters still face an up- 
hill fight to get a radio question 
into the general censuses to be 
taken in 1950. The powerful census 
aivisory committee of the Ameri- 
cen Marketing Association rules 
out a radio question as a part of 
the population census. It may 
approve a radio question in the 
housing census—if a housing cen- 
sts is authorized by Congress—and 
asain, if Congress comes through 
With nearly $90,000,000, estimated 
cost of population, housing and 
ariculture censuses proposed for 
1{50. A wide variety of consumer 
gods industries will join broad- 
testers in urging the new Congress 
‘oc authorize the housing census. 
Covering ownership of major 
a pliances and consumer equip- 
nent, the housing census, which 
yields extremely valuable market- 
2 data, costs about $16,000,000. 


* * * 


Commerce Department may take 


s 


By STANLEY E. COHEN, Washington Editor 


of the reorganization plans re- 
portedly under study. This plan 
puts Commerce into the field of 
business regulation, giving it au- 
thority over the Federal Trade 
Commission, Securities Exchange 
Commission, and perhaps even the 
Reconstruction Finance Corpo- 
ration. A second plan said to be 
under consideration is the merger 
of Interstate Commerce Commis- 
sion, Civil Aeronautics Board, 
Maritime Commission, and Inland 
Waterways all in a single agency, 
either as a department of trans- 
portation, or a part of Commerce 
Department. General conclusions 
of the Hoover Commission will 


not be released until shortly after 
Congress assembles in January. 
* ¢ & 


Never missing a bet, the Trea- 
sury savings bond division has 
worked out a deal making the 
American Legion the spearhead of 
a 30-day savings bond drive Nov. 
11 to Dec. 11. The _ Legion’s 
17,000 posts will boost payroll 
savings and bond-month member- 
ship. Moreover, each post will 
ask business men members to 
use Treasury material in their 
newspaper and radio advertising 
schedules. 

*o 8 

Farm spokesmen complain that 
farm income is on the downgrade. 
The Bureau of Agricultural Eco- 
nomics estimates farm income off 
$1.2 billion this quarter. Net cash 
income of operators is placed at 
$16.5 billion, compared with $17.8 
billion in 1947. The forecast for 
1949 reflects more gloom: $14.6 
billion, down 18% from $17.8 bil- 


lion of 1947. 


Gray Appoints Shenton 

Gray Mfg. Co., Hartford, Conn., 
manufacturer of Audograph elec- 
tronic soundwriter, has named K. 
C. Shenton Advertising Service, 
Hartford, to handle its advertis- 
ing. Magazines, trade publications, 
newspapers and direct mail will 
be used. 


PUBLICATIONS FOR PREMIUMS 
Publications make ideal premiums because 
of Low cost, Uniimited Variety, P 
Delivery, Popular ppseptanes, 
Retall Values and Pri 
Comic Books, 10c news ‘stand editions for 
the kiddies 
r Adults——1lSe and 25¢ pocket size books 
and magazines, detective, murder, mystery, 


adventure titles—movie' and love story 
magazines 

PR emium PUBLICATIONS | 
412 Greeny St. New City 


more total 


this year, 


ALLEN - KLAPP CO, bd 


display advertising 


. . The News-Sentinel, during the first 9 months of 
published 319,385 more lines of Total 
Display advertising than was published in Fort 
Wayne's morning and Sunday papers combined. 


Read in more than 9 out of 10 homes in Fort Wayne 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 
NEW YORK — CHICAGO — DETROIT 
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-ommission follows through in one 
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RECORD RISE 


FOR MEMPHIS! 


TOTAL RETAIL SALES 1947 


$433,615,000* — — -—-— ~~ 
oe 


A GAIN OF 


88.9% 


OVER THE 1945 TOTAL 


am —— — $229,531,000" 


Such a tremendous increase 
in total retail sales in Mem- 
phis during this period cer- 
tainly is indicative of the 
tremendous potential await- 
ing the advertiser in 1949. 


Use both Memphis news- 
papers and save |3c per line 
with the optional daily com- 
bination rate! 


, 


1945 


1948, SALES MANAGEMENT SURVEY OF BUYING 
POWER; FURTHER REPRODUCTION NOT LICENSED, 


The COMMERCIAL APPEAL * Memphis PRESS-SCIMITAR 


Scripps-Howard Newspapers 
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‘Dallas News’ Boosts Barrett 


Ted Barrett, public relations di- 
rector, has been appointed director 
of promotion and public relations 
of the Dallas Morning News. Ray- 
mond Foy, director of sales and 
research, has the new title of re-, 
search manager, and Herbert | 
Smith, promotion manager, has 
been named promotion production 
manager. 


Butler Appoints Donogh 


S. W. Donogh has been named 
general manager of all Butler 
Brothers activities in the West 
Coast states. He will have charge | 
of both wholesale and retail opera- 
tions, making his headquarters in 
San Francisco. W. S. Dobbins has 
been appointed wholesale sales 
manager for the West Coast, re- 
porting to Mr. Donogh. 


Time aiiak time, Tabard 


leadership scores direct 
hits in the Pacific Coast's 
3rd market. With the 
greatest home delivery in 
Northern California since 
1939, The Tribune con- 
tinuously hits advertiser's 
marks in Metropolitan 
Oakland. 


TOTAL NET PAID CIRCULATION 


SUNDAY 


153,887 167,253 


A.B.C. Publisher's Statement, March 31, 1948 
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. .. and this study completely ignored 
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the auto Ness magazine 


er b. ay aad eae pers 


NEED HELP?—First in International Mill- 
ing Co.’s new trade publication campaign 
stresses that the company stands ready to 
assist bakers with their problems. H. W. 
Kastor & Sons, Chicago, has the account. 


Trade Drive Opened 
by International 
Milling Company 


MINNEAPOLIsS—Starting with 
September issues of five trade 
publications, International Milling 
Co. here opened its 1948-49 trade 
campaign with an unusual theme 
slanted toward commercial bakers. 

Object of the drive is to illus- 
trate how the company stands 
ready to assist commercial bakers 
with any problems they may en- 
counter, and to explain the care 
and attention that International’s 
flours are given. 

First ad in the series offered 
bakers the aid of the company’s 
staff of technicians, and future 
insertions will play up the uni- 
formity of International flours— 
an item of importance to commer- 
cial bakers who don’t wish to 
switch their formulas continually. 

In addition, the copy will de- 
scribe how the company’s field 
crews check growing wheat con- 
tinually, watch the progress of the 
crop, send in samples to the lab- 
oratory and otherwise keep tab 
on the wheat crop. 

The current campaign is set to 
run on a regular schedule in 
Bakers’ Helper, Bakers Weekly, 
Modern Miller & Bakers’ News, 
and other bakery trade publica- 
tions. 

The company’s consumer cam- 
paign on Robin Hood flour, using 
radio, farm publications, Sunday 
color comics and black-and-white 
newspaper insertions continues un- 
changed. 

H. W. Kastor & Sons Adver- 
tising Co. Chicago, has the ac- 
count. 


Five to O'Mara & Ormsbee 

Gordon J. Semerad, formerly 
with Hearst Publications, and Al- 
fred G. MacKenzie, formerly on 
the sales staff of American Legion 
Magazine, have joined the New 
York office of O’Mara & Ormsbee, 
newspaper representative. Robert 
D. Burt, formerly in the national 
advertising department of the Long 
Beach Press-Telegram, and Charles 
Livingston, formerly in the adver- 
tising department of the San Fran- 
cisco Call-Bulletin, have been 
added to the Los Angeles and San 
Francisco offices, respectively. John 
Hancock, formerly in the Chicago 
office of the New York Post, has 
joined O&O in Chicago. 


Increases Advertising Rates 

Effective Jan. 1, Post Exchange 
& Ship’s Service, New York, will 
increase its black-and-white page 
rate to $250. The publication’s an- 
nual directory of supplies will be 
incorporated in the regular Janu- 
ary issue of Post Exchange & Ship’s 
Service. 


Lynar Appoints Conner 

Conner Co., San Francisco, has 
been appointed to handle con- 
sumer magazine advertising for 
Lynar Co., Berkeley, manufac- 
turer of Clozette, a new clothes 


Wander Company 
Promotes Toddy 


Cuicaco—The Wander Co., 
whose Ovaltine has been a con- 
sistently popular seller in the malt 
extract field for years, is using 
full pages in selected markets 
offering an extra can of Toddy 
gratis with the purchase of one 
can and a coupon. 

Although neither the company 
nor its agency (Hill Blackett & 
Co.) would comment or speculate 
on the drive, the campaign on the 
product is reported to have had a 
favorable reception. 

Billed as “the wonderful new 
‘chocolate malt’ in a can,” the copy 
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emphasized the fact that Toddy is 
ready to drink as soon as thec yn 
is opened. Toddy, it asserts, is ‘ is 
rich and thick and creamy as t ie 
finest soda fountain chocolete 
malted milk.” 


Appoints Walker 


James G. Walker, former a-- 
count executive of Newell-Emme't 
Co., New York, has joined Be-- 
mingham, Castleman & Pierce, 
New York, in the same capacity. 


To Baxter & Struthers 

James I. Merville, formerly staff 
artist of the New York State Gas 
& Electric Corp., has joined Baxter 
& Struthers Advertising Agency, 
Los Angeles. 


Tubing Co. 
& Co.—Eaton Mfg. Co. 


Corning Fiberglas Corp. — 


because... 


of other items for... 
a market... 


Let's discuss it... 
plans for 1949. 


The only engineering magazine 


devoted exclusively to refriger- 
ation and air conditioning... 


is used by: 


Aluminum Co. of America — 
Anaconda Copper Mining Co. 
— Armstrong Cork Co.— Bundy 


— Du Pont, E. |. de Nemours 
— Emerson Electric Co. — 


Johns-Manville— Mathieson Chemical Corp. — National 
Gypsum Co. — Northern Indiana Brass Co. — Owens- 


Allied Chemical & Die Corp. 


—Sun Oil Co. — Taylor Instrument Companies — U. S. 
Rubber Co. — Weirton Steel Co. 


it reaches the men who specify, select and buy steel, 
motors, insulation, copper, castings, controls . . 


. carloads 


which is second only to the automotive industry in its an- 
nual consumption of raw materials and component parts. 


What's your share of this market? 
NOW .. 


. while you're making your 


12th Floor, 40 West 40th St. 
manera 


REFRIGERATING ENGINEERING 


Published by the American Society of Refrigerating Engineers 
Established 1922 


@ 


Member of the Audit Bureau of Circulations 


NEW YORK 18, WY. 


COLOR PROCESS - HALFIONE - ZINC 


hanging device. 


FINE PRINTING PLATES — 


JAHN & OLLIER 


ENGRAVING COMPANY |: 


817 W. WASHINGTON BLVD. CHICAGO 7, ILLINOIS - MOnroe 6-7080 | 
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AMA Head Analyzes Poll Problem 


(Continued from Page 1) 

Have the pollsters made mis- 
t.kes and, if so, what is the gen- 
eral nature of their mistakes? 
What is the relation between the 
oninion polls and marketing re- 
search? What are the major points 
of similarity and contrast? What 
pearing does the outcome of the 
recent presidential poll have upon 
the validity of market surveys 
used by business? What attitudes 
are appropriate on the part of 
sales and advertising executives 
as to the interpretation and appli- 
cation of market research and 
analysis for the future? 


s The pollsters themselves are 
obviously affected from at least 
three different angles. Running a 
large polling operation inevitably 
places the head of the organization 
in the triple role of business man, 
research technician and journalist. 

The leading pollsters are all re- 
cognized research technicians. 
Their errors in the present instance 
are not primarily errors of samp- 
ling, of question-phrasing, or other 
lapses in the more obvious phases 
of research techniques. Their big- 
gest mistake is that they have al- 
lowed their journalistic instincts 
to override considerations of or- 
dinary business and professional 
prudence. 


s As business men the heads of 
the principal polling organizations 
have a greater stake in marketing 
research than in- public opinion 
polls, Each of them is believed to 
derive the major portion of his in- 
come from various forms of mar- 
keting research. Thus it is not in 
the interest of any of them to 
undermine business confidence in 
research through journalistic mis- 
interpretation of the poll results 
if he is expected to provide good 
newspaper copy during a presi- 
dential campaign. He cannot escape 
the knowledge that what his read- 
ers want is a forecast. The layman 
does not readily respond to cautious 
statements about measurement of 
attitudes and the range of sampling 
error which is inherent in every 
survey. 

As a journalist, the pollster is 
out to scoop other members of the 
press. A scoop on the presidential 
election is especially interesting 
news if the result can be reported 
well in advance of the event. 

One of the pollsters, whose in- 
terpretations have usually been on 
the side of prudence, went over- 
board as a soothsayer in this cam- 
paign. He announced that he was 
ready to stand pat on his August 
poll which indicated the election 
of Dewey by a huge majority and 
turn his attention to matters of 
greater moment. If the forecast 
had been borne out, this journalist 
-researcher-business man would 
have scooped the entire field by 
submitting his final forecast so 
long before election. 


® Since the forecast failed, he and 
hs fellows had best be resolving 
01 a reform in their journalistic 
nanners. That would be more con- 
$s ructive than upsetting confidence 
firther by pondering in public on 
v hat could have been wrong with 
their research techniques. 

Another leading pollster is car- 
rving these public musings pretty 
fir when he uses his erstwhile 
pontifical newspaper column to 
a:k himself four questions as to the 
nature of his mistake. The spec- 
ticle suggests an old Roman sooth- 
s: yer who might wonder about the 
limb whose entrails he had ex- 
anined and whether it had been 
eiting the wrong kind of grass, 
ater the battle was lost. Confes- 
Sion is good for the soul, but the 
Writer is confessing to the wrong 
Uiing. His sins are journalistic 
ruther than technical. 


Over the years the pollsters 
have done a great service to mar- 
keting research and to business by 
demonstrating that sampling sur- 
veys will produce information with 
a high degree of probability. That 
service falls short of what might 
be desired because the pollsters 
have not made much headway in 
making their audiences aware of 
the difference of probability and 
certainty. A survey is pretty good 
if it can be said that the chance of 
the prediction based upon it being 
wrong is the only one out of a 
hundred. There is always the pos- 
sibility that this one chance is the 
one which has come up on a sur- 
vey rather than one of the 99 
chances of being right. 

In the present debacle there has 
been no mention by any of ithe 
pollsters of this simple fact of 
sampling error which distinguishes 
even a high degree of probability 
from certainty. It may be a tough 
assignment for a journalist to ex- 
plain to newspaper readers that 
there is always a dark horse among 
possible samples which may come 
in and prove a forecast wrong, just 
as a long shot may win in a horse 
race and upset those who bet on 
a favorite. Since this is such a 
tough assignment it raises the 
whole question of whether the 
opinion polls are an appropriate 
subject for the amount of journal- 
istic exploitation they have had. 


s What is the relation of opinion 
polls to marketing research? They 
have obvious points of resemblance 
such as the use of questionnaires, 
personal interviews with a rep- 
resentative sample of respondents, 
etc. There is an important histor- 
ical connection since polling red 
out of marketing research. 

The heads of all the leading a 
ling organizations began in mar- 
keting research, and each still has 
a greater stake in that field than 
in polling. The opinion poll has 
been such a lusty and noisy infant 
that it has obtained far more pub- 
lic attention than the parent field. 
Neither the public nor even the 


general business world can be ex- | 
pected to know that marketing re- | 


search has progressed far beyond 
the polls in its conception of its 
problems and 
techniques employed. 


sw It is quite erroneous, therefore, 
to assume that marketing research 
has been discredited by the fail- 
ure of the polls. Opinion polling 
is a child of marketing research, 
but it may best be regarded as an 
obstreperous adolescent which 
lacks the stability and maturity of 
its parent. Marketing research can 
also make mistakes, but at its 
best it operates with a greater 
awareness of both its responsibili- 
ties and its limitations. 

Marketing research proceeds on 
the assumption that its subject 
matter is human behaviour, that 
its goal is to predict how people 
are going to act. The statement of 
the individual buyer, whether con- 
sumer or industrial, as to what 
he expects to do is only one of 


the factors considered by the ex- | 


perienced market analyst. There 
are many objective facts about the 
buyer which often have greater 
predictive value than his attitudes 
or expressed intentions. 
Marketing research observes and 
classifies as well as asking ques- 
tions. When it does ask questions 
of consumers it is usually more 
concerned with questions of fact 
than with questions of opinion or 
intention. It is obvious that a con- 
sumer’s statement as to the make 
of the automobile he is now driv- 
ing is of an entirely different char- 
acter from his statement of inten- 
tion as to the make he will buy 
next. In one case he knows and in 
the other case he is guessing, with- 


in the range of | 


out being aware of all the develop- 
ments which may affect his final 
choice. Many cases in the history 
of marketing research show that 
the analyst can predict mass be- 
haviour better than the individual 
consumer can predict his own be- 
haviour. 


@ There are several broad and 
fundamental fields of marketing 
research which are in no way de- 
pendent on attitude questions. Dis- 
tribution cost analysis has contri- 
buted to increased marketing ef- 


ficiency in many lines and draws 
its data from accounting records, 
time studies, and process analysis. 
Research on advertising media, ac- 
ceptance of new products, and ef- 
fectiveness of package design takes 
on the character of psychological 
experiments in the more careful 
and useful types of research. The 
data do not consist of opinions 
in such studies but of observed be- 
haviour under test conditions. 
Studies of buying traffic in re- 
tail stores and on the street utilize 
facts that can be observed and 


counted and plotted on a map. 
Store and consumer panels rest on 
the creation of special records that 
have been shown by various meth- 
ods of cross checking to have a 
high degree of accuracy. Much val- 
uable analysis of market potentials 
and consumption trends rests on 
data for retail sales, car registra- 
tions, population, income, and in- 
dustrial production derived from 
the aggregation of data drawn 
from the records of business firms 
and governmental agencies. 
(Continued on Page 90) 


worto’s BIGG EST sau pom pen 


A Barrel of Fun for Everyone 
-»- Late of Writing Pleasure, Teo! 


Only recently introduced, the FATSO Ball Point Pen has already 
met with enthusiastic response from everyone who has seen 


axe 


Choice of 
Beautiful 
Assorted 
Colors 


ACTUAL 
SIZE 


IMPRINTING 


Your personal, firm or 
brand name can be im- 
printed at nominal cost. 


Note: 


All orders shipped promptly. 
Packed in attractive individ- 
val gift boxes. 


you want something Zscaocal for your 


CHRISTMAS G 


here ts 


ee ee 


it...and used it. As a business stimulator FATSO 
is tops. The jumbo size feature gives this novelty pen 


lasting advertising and gift appeal. No other 


pen like it— anywhere! 


[] Please send me 


Fatso Pens. 


2 


each 


GALTER PRODUCTS CO., 711 W. Lake St., Chicago 6, Ill. 
Gentlemen: Enclosed find check for $................ 


() Please quote me your quantity discount prices on ................ 


QUANTITY DISCOUNTS 


On sizeable orders 
for gift and other pur- 
poses, we offer spe- 
cial discounts. Send 
coupon for full de- 
tails. 


Fatso Pens at $1.00 each, prepaid. 


Y Please quote me your prices on imprinting for .................. 
. Fatso Pens. 

> 4 Name 

oe 

4 Firm Name 

$ Address 

- 

° City Zone State 
FOOSEOOOEOSSSSOSSSSSOSSSSSSSOSOHSSEEOEEOEE 


> 


cele” RSM mtr eS PS Gs oa Ay me a es iene: a eee Rg: ee ee ee " ee ae dil oe Letty hes ee Perce es ta, ae Bee aa ee oes ie CPT ae ee ean ae ae ee a cia ee ee 
aS p> sae iF ec :, ee er “s e my ae P es ae | ger ni aa i — aA. re — sf i en 6 ee = Ae te me Las ns oe Sat Che A ~ e 3 © me “iia gis: Pie = a ae 
pean js ao ee ee Mi aeem 8 a Mts a MR ey aR: + oe ee i ae eae 2 ne ane ee ccc! ghee i ere gullies EER. Gale : me Ba er ae a 
a” ee leon EE en ee. ee NO Ae Ae ee Se Reema Tiss ae Rane Get Siege Sor OS A ea SE a a Roe a 
1948 87 | 
| ti 
ec n ts. 
S “as 
is tie : 
Ole te ee 
i 
Siler 
Mk. ie 
P ace oe 
imett és + 
Be -- : 
lerce, : 
ity. . 
So eagl 
staff C7 Aerts: See eee tC beak 
| Gas ; are 
axter : eee 
ency, : ae 
. ~~ % <n 
+ 53: . 
i 
, ’ fas ev 
5 foo a “a es 
L J — 5 er 
: ae : - eh 
i r4 & * 7 : _ p = : 
——a gue aa " : ae 
° ‘ £ Ont , > ; 
moe 
 @ aa 
: ~ Attys , ; 
. a “A ae Pe, : 
; a . an Bay ca: 
. a | ‘ : 7 an > . 
f re - ; a: =e : : 4 ahs ned srt er ee ae ae nt \ oe 2 ‘i 
sobs, tat we oy a rr ‘ < ne ee ; 
| re a ex ie ip oe ‘ = ae ae ; _ tea 
me: Togs ore) 5 , - 5 $ 6 . i bs 
a ; ‘ ee . : aa Saas : 
—_ us jn ee - *¥ Se, eae 
; ’ 
& 
ta oF = 
pe Pz a 
ee on Be et 
: tis i 
iis Na © alps a = <i es 
a Y. ‘ a. Ee = A ae 
Zs Sa se aly 
aa — 
| eo " 
| an (i er ey 
Bier Bae ristmas- a 
ote, “Sane, 00 Be original this ol Point <a 
| . 2 Ag . Give rats an excel . fee 
See Ball eee 
be Seat G ecldures Pens. TheY m eat: es st 
aac cies ens. our Y are 
— Bee lent gilt tor adavertis- 2 as 
oe te “4 ee iace 2 ‘round good upplied plain ee 
is we, calla or imprinted eg: 
} . : a nes pai aes ae 
| a 1% ie ie aa 
: nn ee eer 
| | — P| ess 
to! Ve ee 
| 3) | Wa Retail ae, 
% Shee mae ° aa 
- 4 tia Price _ 
: ee = Te se 
| j a Pe SOHOHOOOOOOOOOSOOSOOEOOOOOOEOO OOOO OOOO pak 
: * De 
| ° — . : 
z P4 
| | fF ° : 
4 “7 
4 aa 
: | _ : a” 
. are 
ad Ber ot 
ae ee 
me me ee seus 
oe ; : 
7 . 
80 D4 fe 
+ ee 
aa 
ee 
: Gagne ee ie 2 “i = a % . . = 


Morgan Names Gaynor V. P. 


Sidney Gaynor, formerly general 
sales manager of the Don Lee 
Broadcasting System, will become 
vice-president in charge of new 
business for the Raymond R. Mor- 
gan Co., Hollywood, effective Nov. 
15. 


Coat-pocket wallet... 


Genuine leather: Wafer thin. 4 
x 744”. 4 compartments. Black 
Morocco or Natural Cowhide. 
Wonderful gift. You'll want 
one, too. Just send $5—tax and 
postage included. Double your 
money back, if you don’t say 
it’s worth $10. 
D. FISCHER CO. 

Los Angeles 43, Calif. 


3644 W. 62nd Street 


_ WISCONSIN 
_ CONSUMERS 


| Live OUTSIDE 
_ MILWAUKEE COUNTY 


You Reach Near] 
hru the Bett 


: Ask the representative of any Wisconsin Hometown 

to show you how these papers are better read, how they 
blanket the rich, stable markets of Wisconsin — or write direct 
to Wisconsin Hometown Dailies, 212 4th Street, Racine, Wis. 


What to Watch 
in Washington 


(Continued from Page 1) 
Commission decisions outlawing 
basing point price systems; nothing 
will be done to over-rule the Su- 
preme Court on “overtime-on 
overtime”; nothing will be done 
with the drug industry proposals 
to convert FTC into a public prose- 
cutor pleading its cases before the 
courts, instead of the existing 
semi-judicial hearing. 

High on the priority list of the 
new Congress will be permissive 
powers over raw materials and 
prices. Unless the international sit- 
uation improves, actual rationing 
of some scarce commodities will 
probably return before 1949 ends, 
and an excess profits tax will be 
enacted. 

Obviously the election was a 
disaster for the real estate lobby. 
Besides pubiic housing, it will have 
an uphill fight to do anything dur- 
ing 1949 to weaken rent control. 


ws The $64 question now is, “Will 
Truman purge ... and whom?” 
After their embarrassing guesses 
on the election itself, the “experts” 
are more reserved in their predic- 
tions. But it will be surprising if 
President Truman does not use his 
new prestige to clean out several 
Cabinet spots, not to mention the 
misfits who have contributed 
nothing but confusion to his White 
House staff. 

Of the Cabinet, the Secretaries 
of Agriculture, Labor, Interior, 
Commerce, and the Attorney Gen- 
eral and Postmaster General will 
probably remain. The Secretary 
of the Treasury is expendable. The 
Secretary of State is said to be 
definitely out. The Secretary of 
Defense may go. 


a As the man who carried the 
country without Wallaceites, with- 
out Thurmondites, without New 
York, Pennsylvania and New Jer- 
sey, and without the millions of 
dollars available to his opponent, 
the President acquires an aura of 
achievement which places at his 
disposal many more capable men 
than were available to plain old 
Harry Trurnan, President by suc- 
cession. 

On the Hill, he has a handsome 
working majority in each House— 
probably enough votes to accom- 
plish his serious ends without fear 
from Republicans or Thurmon- 
dites. His appointments to execu- 
tive agencies will now get speedy 
approval. And the votes are at 
last available to raise top level 
federal salaries to a rate which 
should stop the exodus of mature 
policy making and administrative 
personnel. ; 


a By recapturing the Senate, the 
Democrats once more get a firm 
grasp on the entire government 
structure. Literally hundreds of 
policy-making and administrative 
jobs in departments, commissions 
and courts have gone unfilled dur- 
ing the weeks of uncertainty. After 
Congress adjourns these posts will 
be filled with people recommended 
by those who made the Truman 
victory possible. 

The election averts a possible 
change at the Federal Communi- 
cations Commission, where the 
chairmanship would probably have 
been taken from the capable hands 
of Wayne Coy. It makes possible 
reappointment of Federal Trade 
Commissioner Garland Ferguson, 
and the appointment of a replace- 
ment for FTC Commissioner Rob- 
ert Freer, who is resigning. 

Some of the _ investigations 
started by Republicans will fall by 
the wayside. In this category, in- 
clude the Harness subcommittee 


which has been investigating the 


Federal Communications Commis- 
sion. The voters of Indiana retired 
Rep. Forest Harness Tuesday. 
Perhaps they were influenced by 
the way he has conducted the in- 
vestigation—a particularly inept 
and ugly example of witch-hunting 
and busy-bodying. 


@ The crusade against co-ops 
sputters to a stop with the defeat 
of Rep. Walter Ploeser (R., Mo.), 
chairman of the small business 
committee of the 80th Congress. 
Next year, Rep. Wright Patman 
(D., Tex.), sponsor of anti-chain 
store legislation, resumes direction 
of the house small business group. 

Interestingly enough, the voters 
decided Tuesday to kill Santa 
Claus. Rep. Harold Knutson (R., 
Minn.) and a half dozen Repub- 
lican members of the House ways 
and means committee—author of 
the income tax reduction bill— 
have been eliminated from the 
next Congress... 


ws From the business standpoint, 
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the Capehart study of anti-tri st 
policies will probably be the first 
serious casualty of the electicn. 
Even if scheduled hearings on t ie 
impact of f.o.b. pricing go forwai 4, 
Capehart loses control of the cor)- 
mittee in January. 

The prospective new chairmen, 
Sen. Brien McMahon (D., Conn ), 
could elect to abandon the inves .- 
gation of pricing systems entire! y, 
and turn to a second provision >f 
the enacting resolution—a provi- 
sion inserted by Sen. Joseph 
O’Mahoney (D., Wyo.) authorizii.g 
a full-scale study of the trend t»- 
ward monopoly such as Temporary 
National Economic Committce 
(TNEC) of a decade ago. 

Fresh from triumph at the polls, 
Sen. Edwin C. Johnson (D., Colo.) 
rates as likely successor to Sen. 
Wallace White (R., Me.) as chair- 
man of the Senate interstate com- 
merce committee. Tough but fair- 
minded, Senator Johnson in the 
past has been extremely skeptical 
of legislative proposals of broad- 
casters who object to broad pro- 


After all, can they act on less? A banker’s advice is 
sought, in buying and selling decisions, affecting 


every business and every community... on every- 
thing from Airports to Washing Machines! He should 


know all the facts. 


Take any group of businessmen sitting around a table 


discussing a new development. It may be a new plant— 


a new product—a new price—new financing... any 
of fifty questions. Of this you can be sure... one of 
the men consulted is a banker. 


For most companies and most communities, the banker 
is a key factor. For you, he can be your best friend at 
court if you keep him informed via the advertising 
pages of BANKING Magazine, 12 East 36th Street, 


New York 16, N. Y. 
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sr m supervision by the FCC. He 
ts .lso known as author of legisla- 
io. Clamping down on liquor ad- 
ver ising. 


Postage rate proposals go on 
he Senate side to a committee 
e:ded by alert, intelligent Sen. 
Herbert O’Conor (D., Md.); and 
on the House side to Rep. Tom 
furray (D., Tenn.), whose pre- 
ongressional experience includes 
ervice in the solicitor’s office of 
he Post Office Department. 

Rep. Clarence Cannon (D., Mo.), 
0 spendthrift, will provide more 
acceptable administration of the 
House appropriations committee 
han his predecessor, Rep. John 
aber (R., N. Y.). Rep. Adolph 
Sabath (D., Ill.), now entering 
his 22nd term, returns as chairman 
of the important rules committee. 


s The results are immeasurably 
disappointing to Republicans who 
had anticipated the end of a 16- 
year exile. Nevertheless, the more 
objective and successful business 
spokesmen remind themselves that 
business has prospered under 
Roosevelt and Truman despite an- 
noyances and inconveniences. 

A sign of the times: One Repub- 
lican who has been out of office 
since Hoover’s day showed up at 
the Press Club Wednesday wear- 
ing a button: “No Third Term.” 


Monsanto Texas City 
Claims Hit $17,312,000 


Edgar M. Queeny told stock- 
holders of Monsanto Chemical Co. 
last week that the company’s claim 
for losses resulting from the Texas 
City disaster has been settled for 
$17,312,000. He said the company 
regarded this settlement as prefer- 
able to “long and costly litigation.” 

Mr. Queeny noted that the settle- 
ment is “the largest sum ever paid 
for a single loss. It is the result 
of many months of negotiation. 
There were differences of opinion 
between the company and the un- 
derwriters ... the settlement is 
a compromise.” The settlement fell 
about $2,000,000 short of replacing 
the styrene monomore plant. 


Four A’s Adds Crook 


Crook Advertising Agency, Dal- 
las, has been elected to member- 
ship in the American Association 
of Advertising Agencies. 


Read Joins Station WSAI 


Roger B. Read, formerly Pacific 
Coast manager of Transcription 
Sales, Inc., has joined the sales 
staff of Station WSAI, Cincinnati. 


NBC Wins Hooper 
Audience Election 


New YorkK—Undaunted by the 
flop of his fellow pollsters, C. E. 
Hooper has announced his election 
night findings on radio and tele- 
vision audiences. 

The telephone researcher re- 
ported that 54.7% of the radio 
sets in the country were in use 
between 8 and 11 p.m., EST, as 
follows: NBC, 15.8; CBS, 14.1; 
ABC, 11.4, and Mutual, 7. 

In New York 74.1% of the video 
sets were on between 9 and 11 
p.m., EST, in this breakdown: 
WNBT, 32.3; WJZ-TV, 15; WABD, 
13.6; WCBS-TYV, 8.2, and WPIX, 5. 

Meanwhile, the four major net- 
works reported that this year’s 
take from _ political campaign 
broadcasts fell below that of 1944. 
However, election returns were 
sponsored this year for the first 
time and at least one network 
vice-president said he expected to 
make money on the operation de- 
spite the outlay for regularly 
scheduled broadcasts which were 
canceled. 


s American Broadcasting Co. took 
in $365,000 on AM party broad- 
casts, plus $2,700 for telecasts. 
The 1944 figure was $392,000. 

Political parties paid the Colum- 
bia Broadcasting System $280,000 
for time this year, compared with 
$287,000 for the 1944 race. 

Mutual Broadcasting System 
sold approximately $200,000 worth 
of time to political sponsors for the 
’48 campaign; its take from the 
preceding one was $420,000. 

Political programs this year 
brought in $390,000 for the Na- 
tional Broadcasting Co. The cor- 
responding figure for 1944 was 
$780,000. 


Supermarket Group Meets 

Rising store costs and self- 
service meats will be the main sub- 
jects of discussion at the mid-year 
meeting of the Super Market In- 
stitute to be held Nov. 15-19 at 
the Del Coronado Hotel, Coronado 
Beach, Cal. Sidney R. Rabb, chair- 
man of the board of Stop & Shop, 
Inc., Boston, is president of the 
institute. 


S-W Appoints MacLaren 

MacLaren Advertising Co., Mon- 
treal, has been appointed to direct 
the advertising and merchandising 
plans of the Sherwin-Williams Co. 
of Canada, Montreal. 


To New Yorkers... 


Have you ever thought 
of having your mats 
and plastic plates made 
and distributed from a 
central point? 


PROGRESSIVE MATRIX COMPANY 
517 S. JEFFERSON STREET 
CHICAGO 7, ILLINOIS 


P.S.—We operate 3 shifts 


MRS. KATHRYN MAPES 

BEAUMONT, TEx.—Mrs. Kathryn 
Mapes, 66, publisher of the Beau- 
mont Enterprise and Journal and 
president of Station KRIC here, 
died Oct. 28 after a lengthy illness. 

Mrs. Mapes and her husband, the 
late J. L. Mapes, who died in 1936, 
acquired ownership of the Beau- 
mont newspapers in 1924, after 
working together with the pub- 
lishing firm. 


T. J. O'SHAUGHNESSY 

Cuicaco—Timothy J. O’Shaugh- 
nessy, 53, public relations officer of 
the Chicago, Rock Island & Pacific 
Railroad Co., died in a hospital 
here Oct. 30 after a brief illness. 
He joined the Rock Island Line’s 
service in 1915 and had been pub- 
lic relations officer since 1938. 


W. L. DALTON 

Cuicaco—W. L. Dalton, assistant 
general sales manager of Encyclo- 
paedia Britannica, Inc., since 1937, 
died here Oct. 31. He was 54 years 
old. 


NBC Appoints Ziegler 

Earl Ziegler has been appointed 
photo editor of the NBC press de- 
partment in Hollywood. He suc- 
ceeds Baldwin Sullivan, who re- 
turned to International News Pho- 
tos as chief of the Los Angeles 
bureau. 


Trimz Names Witzleben 


Arthur H. Witzleben Jr., for- 
merly on the executive staff of 
Gimbel Bros., New York, has been 
named vice-president and general 
sales manager of Trimz Co., a di- 
vision of United Wallpaper, Inc., 


Chicago. 


inde 


1 Sele Qu 


All branches of illustration and 
commercial photography, in 
black and white and color — 
prints and transparencies. Photo 
retouching. 


Wright PHOTOGRAPHIC ILLUSTRATIONS 


1721 No. Wells St., Chicago 14 


] 


sea St 
ea 
*, 
* 


§. 


re 
‘pectic 
sb a 
yen 

J 

» 

£ 


i 


zz erTee 2 Ar RY 


4 rt 
cca stale se 
v nu 
er yt ch lw 


...for service 


worth shouting about... 


sixty-one years 


rugged... 
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LOS ANGELES 
928 South Figueroa Street 
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AMA Head Analyzes Poll Problem 


(Continued from Page 87) 

There is a very basic distinction 
between the whole approach in 
marketing research and the opin- 
ion polls. This distinction rests on 
the difference in what is at stake 
for a political administration on 
the one hand as compared with 
business management on the other. 

It is true that consumers corres- 
pond to the electorate and cast 
ballots in the form of dollars spent 
for a product. The sponsor, how- 
ever, does not run the risk of being 
voted out of office completely on 
the first Tuesday in November. 


Ly Sr Distribution of 
SPONSORED FILMS 


is our business! 
Our record in 1948: 10 releases shown 
in De luxe Ist Run Chicago Theatres. 


VARIETY PICTURES 


1325 S$. Wabash Ave., Chicago 5, Ili. 


His electorate goes to the polls 
every day and he can study the 
record of their voting month by 
month over a period of years past. 
Trends turn up which he tries to 
interpret. He has market surveys 
carried out to help him understand 
why his vote is falling off or how 
he can proceed to get more votes 
tomorrow and the next day.-The 
survey is usually designed to pro- 
vide a basis for judgment on some 
single component of a complete 
sales program. 

The analyst is not called upon to 
predict overwhelming victory or 
catastrophe, but to throw light on 
one or more limited aspects of pol- 
icy. The information derived from 
the survey is used in conjunction 
with a mass of data obtained from 
other sources such as company re- 
cords and statistics for his indus- 
try. 

A forecast based on a survey 
which can only be regarded &s 


probable when viewed in isolation 
takes on virtual certainty when it 
fits in consistently as a minor and 
supplementary element in a fab- 
ric of known facts. 


s What alternative is open to the 
marketing executive whose faith 
has been shaken by the failure of 
the polls? Would he want to go 
back to the days of hunch and de- 
cision through trial and error? 
Would he advise his company to 
distribute its sales effort and ad- 
vertising expenditures without any 
factual evaluation of relative mar- 
ket opportunities? Would he re- 
commend that every new product 
idea be tested by the crude ex- 
pedient of launching it in the mar- 
ket to survive or perish? Will he 
return to the fallacy of the “one 
woman” survey and follow his 
wife’s preferences rather than the 
attitudes of a representative cross- 
section of consumers? 

The answer is that the attempt 
of any marketing executive to pur- 
sue this line will not last long. 
Marketing research is not con- 


ducted by his competitors merely 
to give employment to persons of 
statistical bent. In sales competi- 
tion as in war, no strategy is better 
than the information available to 
the strategist. The sunken road at 
Waterloo which contributed to the 
ruin of Napoleon is duplicated on 
every selling front. The wise gen- 
eral does not abolish his intelli- 
gence service’ because he learns 
that intelligence can be erroneous, 
but considers how he can make 
his service better. 


a Absolute certainty of knowledge 
is not possible to either the general 
or the marketing executive. Nei- 
ther surveys nor experience nor 
inspired hunches can take all the 
risks out of business. Competent 
research and analysis in the hands 
of able management can go a 
long way towards determining 
upon a course of action with the 
odds in its favor. 

Free enterprise without risk is 
a contradiction in terms. The re- 
duction of risk to manageable pro- 
portions by the collection and ana- 
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PROFITABLE SELLING 
"SELECT THIS 
RICHER MARKET 


AMONG THE 48 STATES 
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COLORADO RANKS... 
fi 2” IN GENERAL MERCHANDISE SALES PER FAMILY 


You can reach and sell this rich, diversified market, economicall 
through THE DENVER POST .. . the most widely read selling | 


24 IN DRUG SALES PER FAMILY 


——— 


| 16% in Foop SALES PER FAMILY 


7% IN TOTAL RETAIL SALES PER FAMILY 


Mountain Empire. 
The Sunday DENVER POST roto, comic, and roto-magazine sections give you 98°, 


coverage of Denver, 67°, coverage of the entire state of Colorado, and a total 
circulation of 378,299 . .. A.B.C. Publisher's Statement, September 30, 1948. 


Source of Sales Data: 


Sales Management's Survey of Buying Power 


May 10, 1948 


and profitably, 
ium in the Rocky 


AMD PUBLISHER 


EOITOR ? 
PALMER HOYT 


MOLONEY, REGAN G SCHMITT, INC 
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lysis of marketing facts is an es. 
sential mark of competent ng 
prudent business management 

The moral of the present deb: cle 
in opinion polling is not to give 
up marketing research as a m in- 
agement tool. Rather the sales and 
advertising executive should m. ke 
sure that his own market resea. ch 
department or outside resea ch 
agency is keeping abreast of 
rapidly advancing resear h 
techniques. 

Technical progress in marketi ig 
research has long outstripped t! at 
in public opinion polls. This ap- 
plies to methods in actual use in 
sampling, questionnaire design, and 
the all-important step of predicting 
consumer behavior from survey 
findings. The next ten years will 
see further improvements in mazr- 
keting research surpassing all pro- 
gress that has been made to date. 

Competent market analysis is 
paying off for its users in provable 
sales and profits. Truly profes- 
sional marketing management 
knows how to evaluate and how 
to apply professional market re- 
search. 

Study of market behavior is in 
the process of becoming scientific 
to a degree that is not yet possible 
in the study of political behavior. 
Competitive leadership in one field 
of selling after another is steadily 
passing to those who understand its 
results and know how to use them. 


Outdoor Advertising 


Issues Poster Annual 

Outdoor Advertising Inc. is 
sending the new Poster Annual- 
1947 to advertisers, agencies, 
schools, colleges, libraries, adver- 
tising clubs and associations. The 
book contains reproductions of the 
best posters of the year which are 
selected at the National Competi- 
tion and Exhibit of Outdoor Ad- 
vertising Art held in Chicago each 
year under the auspices of the Art 
Directors Club of Chicago. 

The competition and exhibit is 
financed largely through donations 
by companies that have a mutual 
interest in the improvement of 
outdoor advertising art. 


Two Appoint Knollin Agency 

Knollin Advertising Agency, San 
Francisco, has been named to han- 
dle the advertising of Sheredin Co., 
San Carlos, Cal., manufacturer of 
Fafs, household deodorizer, and the 
California Wool Growers’ Associ- 
ation, San Francisco. 


Garrott Joins Couchman 

Pat Garrott, formerly on the wo- 
men’s page staff of the Dallas 
Morning News, has joined Couch- 
man Advertising Agency, Dallas, 
as copywriter. 


Peck Appoints Stiefel 

Herbert J. Stiefel has been ap- 
pointed director of men’s wear 
accounts of Peck Advertising 
Agency, New York. 


Appoints Kruetzkamp 

John Kruetzkamp has been @p- 
pointed sales manager of the Cin- 
— division of Sperti Faraday, 
ne. 


ORGANIZED © 
TO PROGRESS 
with the Growing 
DIESEL INDUSTR 


A 2 WEST 45th STREET 
NEW YORK 19, N. ¥. 
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Advertising Age, November 8, 1948 
Latest Sectional 
Polls Indicated 


Democratic Rise 


(Continued from Page 1) 
efused to believe the late results 
nc «published its previous vote 


prediction of Dewey 50% and Tru- 
nan 45%. 
In Illinois, both the Chicago 


rribune and the Sun-Times con- 
ucted local straw samples on the 
npuota basis. In contrast to the 
allup poll, Crossley and both 
ewspaper polls noted increases in 
Democratic strength just prior to 
he election. Only the Sun-Times 
played up its discovery, however, 
nd confined forecasts of possible 
Democratic victory to state offices 
pnd the Senate race. 


In Ohio, where both Crossley 


ories by 9 and 13 percentage 
points respectively, the Cleveland 
Press took a last minute sample 
ballot, based on quotas, and 
merged on Oct. 29 with a fore- 
ast of 49% for Truman and 51% 


/Mor Dewey. 


The California poll used area 


-Bampling in Los Angeles and quota 


ampling in the rural areas. If it 
ad placed faith in its latest re- 
ults, it would have forecast a toss- 
p. As it happened, however, the 
lowing results were published: 


POLLS IN CALIFORNIA 
trumaa Dewey 
tS eee | av 4i 
SNEED Rss 6 v.00 oot aorta A5 5u 
WOBIGT ccccccscseccscesccs 4z 5u 
CU) ee 43 52 


Thomas Peacock of Peacock & 
ield insists that the organization’s 
olling method is correct, but ad- 
its that its judgment was wrong. 
itle reaction 1s expected from 
arket research accounts, how- 
ver. 


In Illinois, the following results 
ere obtained: 
POLLS IN ILLINOIS 


Per Cent for Truman 


Chicago Chicago Actual 
Sun-Times Tribune Vote 
hicago ..... 55 49 59 
iburbs .....84 30 35 
wnstate .40 40 45 
ILLINOIS STATE TOTALS 
Truman Dewey 
ual “Gh. onc cnnse-s cee et us 51 49 
PEMD cc cctccvceceeecs 46 53 
GE Badocescasetesertes 43 55 
Hie bamaen ches boas 44 54 


ailup 
And in Ohio, where the Cleve- 
nd Press definitely plans to con- 
nue its political polls, its results 
mpared with the national poll- 
ers as follows: 


POLLS IN OHIO 


Truman Dewey 
PPro rt ee 50 49 
eveland Prees .....222e00: 49 51 

WE i éanctcnsetretadess 45 54 
TOI ae eee 42 55 


Other local polls had various de- 
ees of success as compared to 
1 national opinion researchers. 
oseph Belden, director of the 
exas poll, Austin, Tex., reported 
lat he used a quota sample based 
« study of poll tax registrations, 
onducted 500 interviews and tal- 
ed only those who felt certain 
ey would vote. 


POLLS IN TEXAS 


Truman Dewey 
lf, Sarre 66 25 
GN 6 ibwds dass eces nw 61 30 
OS EST Serr ee 66 28 
Steen Eire? 66 24 


Mr. Belden reaffirmed his faith 
tae quota method’s validity and 
Fic that he would continue to 
ploy either it or area sampling, 
tpending upon the problem. ““We 
av> proved,” he said, “at least to 
r satisfaction, that our methods 
te adequate for measuring opin- 
n at the time of the survey, and 
at in some situations there are 
hd »ubtedly voter movements at 
le last minute. 
“lor instance,” he continued, 
in the July primary we were off 
°., yet in the August runoff, 
€ uit within 1.3%, in the closest 


Pacag, ie Cae 
fartee 


nd Gallup predicted Dewey vic- | 


Poll Forecasts and Election Data by States 


State Electoral Election Returns(%) Gallup Forecast (%) Crossley Forecast (%) 
Votes Truman Dewey Truman Dewey Truman Dewey 
Alabama sae x 16 x 28(412) 40 16( 0) 
Arizona L 56 43 53(- 3) Ab(¢ 1) 55(= 1) 45(4 2) 
Arkansas 9 60 19 53(- 7) 32(413) 63(4 3) 29(410) 
California 25 49 47 43(- 6) 52(¢ 5) 42(= 7) 50(4 3) 
Colorado 6 51 48 49-2)  50(¥ 2) 49(- 2) 51(4 3) 
Connecticut 8 48 50 bb(- 4) 52(¢ 2) 40(- 8) 53(¢ 3) 
Delaware 3 49 51 47(- 2) 51( 0) 48(- 1) 52(4 1) 
Florida » 48 3h 45(- 3) 35(4 1) 48( 0) 28(= 6) 
Georgia 12 60 18 58(- 2) 22(4 4) 62(4 2) 25(¢ 7) 
Idaho 4 50 48 h7(- 3) 4&9(4 1) 45(= 5) 3364 5 
Illinois 28 51 49 bb(- 5) 5Sh(¢ 5) 43(- 8) 55(# 6 
Indiana 13 50 50 bb(=6) 5h(¥4 &) bi (= 6) 55(4 5 
Towa 10 51 48 43(- 8)  5h(¢ 6) rh Og 57(# 9) 
Kansas 2 45 54 39(- 6) 60(¥¢ 6) 42(- 3) 58(4 4) 
Kentucky 1 57 41 49(- 8 L6(4 5) 53(= 4) 45 (4 4} 
Louisiana 10 32 21 3H 4 7 27(# 6) 28(- 4) 25(4 & 
Maine 5 42 57 42( 0 56(- 1) 39(- 3) 60(¥ 3) 
Maryland e 48 50 bb(- 4)  53(¢ 3) 46(= 2) 51(# 1) 
Massachusetts 16 54 Lk 45(= 9) 52(# 8) 47(- 7) 50(# 6) 
Michigan 19 48 50 Lh (- 4 53(4 3) 47(- i} S14 4) 
Minnesota uu 57 41 46(-11 51(410) 48(- 9 LO(f 8 
Mississippi 9 9 2 15(4 6) (4 7) 18(4 9) (4 9) 
Missouri 15 58 41 52(- 6) aA7(¥ 6) 55(- 3) 42(f 1) 
Montana L 53 bs 50(- 3) 48(¢ 4) 49(= 4) 49(F 5) 
Nebraska 6 L6 54 38(- 8 62(4 8 Aas 4 say 4) 
Nevada 3 50 48 47(= 3 50(¢ 2 48(- 2 50(¥ 2) 
N. Hampshire 4 Lb 53 b4(- 2) 51(- 2) 4l(- 5 58(4 5) 
New Jersey 16 47 51 42(= 5) 54(4 3) 4l(- 6 54(¢ 3) 
New Mexico L 59 41 51(- 8) 474 6) 52(- 7 48(4 7) 
New York 47 Lb L6 39(- 7} 51(¢ 5) 42(- a Lo(f 3 
North Carolina 14 60 31 51(- 9 36(# 5) 57(- 3 33(# 2 
North Dakota 4 Lh 53 38(- 6) 57(4 4) 39(- 5) 57(# 4) 
Ohio 25 50 49 42(- 8) 55(% 6) 45(- 5) 54(4 5) 
Oklahoma 10 63 37 55(- 8) A5(¥ 8) a 3} 42(# 5) 
Oregon 6 bh 53 42(- 2} 54(4 1) 42(= 2 57(# 4) 
Pennsylvania 35 47 51 4b (= 3 52(4 1) 42(- 5) 54(# 3) 
Rhode Island 4 58 hl 5u(- 4) bbt¢ 3) 53(- 5) Lb(4 5) 
S. Carolina e 2h L 38( 414) 9(# 5) 29(# 5) 20(416) 
S. Dakota 4 47 51 Al(- 6) 58(¢ 7) 37(-10) 62(411) 
Tennessee 12 50 36 51(4 1) 39(¢ 3) 48(- 2 43(¢ 7) 
Texas 23 56 25 66( 0 ) 24(- 1) 66( 0 ) 28(¢ 3) 
Utah 4 54 45 50(- 4) = AVF &) 48(- 6) 50(# 5) 
Vermont 3 37 62 35(=- 2) 64(¥ 2) 31(- 6) 68(4 6) 
Virginia ul 48 41 Li(= 4 L5(# &) 46(- 2 48(4 7) 
Washington a 53 bly 47(- 6) =48(F &) L6(- 7) 48(4 4) 
W. Virginia a 5a 42 46(-12) 51f¥4 9) 50(- 8) 50(¥¢ 8) 
Wisconsin 12 51 47 41(-10) 56(4 9) 43(- 8) 54 (4 7) 
Wyoming 3 52 Lg = 51(¥ 3) 46(- 6) 54 (4 6) 


Total Popular Vote 49.9 


HOW PREDICTIONS WENT AWRY—AA’s tabulation of the 
Crossley, Roper, and Gallup election forecasts uses the latest 
pre-election figures issued by the respective opinion research 
men. Figures on actual votes are based on returns from 86% 
of all voting units. The “x” appears under President Truman’s 
name in Alabama, since he did not appear on the ballot in 


45.9 


by 5(=5.4) 49.5( 43.6) 


that state. Mr. Crossley’s estimate in Alabama was a preference 
figure, not a forecast. 
Mississippi, Louisiana, South Carolina and Alabama, and his 
large majorities account in part for the positive error margins 
appearing under the names of both candidates, instead of the 
plus and minus figures elsewhere. 


Lb .8(-5 1) 49.9(44.0) 


Thurmond won the electoral votes of 


election in Texas’ history, using 
the identical technique.” He will 
continue polling elections “for it 
is the only way to develop better 
methods of measuring political be- 
havior.” 


ws Like other polls in Iowa, where 
Truman’s victory was spectacular, 
the Des Moines Register and Trib- 
une (quota method) and Chicago 
Tribune polls both missed. The 
total vote was about 1,000,000, less 
than in 1944 and considerably less 
than expected. The results were: 


POLLS IN IOWA 


Truman Dewey 
ere eres 51 48 
Register and Tribune....... 41 54 
cnc seeeeds hsanaseed 40 57 
SE Wa 5's 5 aOR 6 as bon Cee Oi 43 54 
Chicago Tribune ........... 44 53 


In Minnesota, where Gallup and 
Crossley missed by margins of 
8-11%, Sidney Goldfish, director 
of the Minnesota poll, put the final 
tally at Truman 484%%, Dewey 
48144% and hinted broadly of ris- 
ing Truman strength and possible 
victory. He used quota method 
balloting and personal interviews 
in a 50-50 ratio. 

The Minneapolis Tribune’s fore- 
east of Oct. 10 showed Truman 
45144%, Dewey 44%. On Oct. 24, 
the newspaper reported Truman at 
4914%, Dewey 44%, but switched 
to the toss-up prediction when it 
discovered a last minute swing to 
Dewey in the smaller towns. 


w Mr. Goldfish told AA that poll- 
ing field techniques will not be 
changed drastically, and that the 
poll will continue to sample a var- 
iety of issues, including those in 
the political sphere. Results in 


» 


* Vee AMT si att as Mok ace aE te Nhe 


Minnesota were: 
POLLS IN MINNESOTA 


Truman Dewey 
Oe ere ne 57 41 
es b nbn os caivece ¥e 49 49 
ES a ee 48 49 
gE ee 46 51 


Greatest percentage of error in 
the national polls lay in the esti- 
mates of the popular votes in states 
where Thurmond won his 38 elec- 


toral votes. Crossley was off 21% 
and Gallup off 19% on Thurmond 
in South Carolina. Crossley fore- 
cast he would receive 51%of the 
votes and Gallup said 53%. Actu- 
ally, he polled 72%. 

In Mississippi also, the strength 
of the States Rights party was 
seriously underestimated. Crossley 
forecast 71% for Thurmond, and 


Last Minute News Flashes 
Wadman Proposes New CCA Procedure 


New YorK—Rex W. Wadman, currently the president of National 
Business Papers Association, has suggested to all members that Con- 
trolled Circulation Audit procedure be switched from two audits a 
year to one audit and one publisher’s statement. “Advertising agents 


and manager. . 


. have accepted the ABC method of one audit and 


one publisher’s statement,’’ Mr. Wadman wrote, and suggested that 
this move would enable CCA to operate on its present dues basis, 


instead of increasing dues. 


Kratt Tests Cocoa-Mix in Five Markets 

Cuicaco—Kraft Foods Co. has opened a five-market sales test cam- 
paign for its improved quick-serve Cocoa-Mix in a new package. It 
will continue until the end of the year. A newspaper drive in each 


market (Kansas City, Cleveland, 
waukee) stresses economy and ease of serving hot or cold. 


Pittsburgh, Columbus and Mil- 
In all 


markets except Milwaukee, the test is backed by distribution of from 
50,000 to 75,000 sample packages with a coupon. J. Walter Thompson 


Co. has the account. 


Outdoor Plant Group Plans Ad Drive 

New YorkK—A group of outdoor advertising plant operators will 
launch a campaign in 1949 geared to the advertising trade to promote 
a better understanding and greater appreciation of the outdoor ad- 
vertising medium. The program will be coordinated by Standard Out- 
door Advertising, Inc. An agency will be selected soon. 


National Carbon Promotes New Battery 
New YorK—National Carbon Co. is launching a campaign this month 
for the new Eveready hearing-aid “A” battery in Collier’s, Hearing ‘Life and The Saturday Evening 


News, Life, New York Times Magazine, The Saturday Evening Post and | post. 


Volta Review. William Esty Co. here is the agency. 
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Gallup predicted 75%. Thurmond 
actually received an astonishing 
89% of all ballots cast. 

In Alabama, where President 
Truman’s name did not appear on 
the ballot, Gallup forecast that 
Thurmond wouid receive 70% of 
the ballots, while Crossley did not 
make a prediction on actual ballot- 
ting. Thurmond received 83% of 
the votes cast. 

AA’s tabulation of the national 
vote and predictions state by state 
on this page shows that Crossley 
underestimated the percentage of 
Democratic votes by 5.1% and 


, Gallup by about 5.4%. Both polls 
| over-estimated 


the Republican 


margin, Crossley by about 4% and 


Gallup by 3.6%. 


NATIONAL POLLS 
(Popular Vote %) 


Truman Dewey 
NO DEG id ots ba ween ives 49.9 45.9 
Se i: ussceshtcunheawe 44.8 49.9 
SS odd cemene sie ee 44.6 49.5 
ED “as veeaehetsaresccen 37.1 52.2 
DENVER POLL HITS 
ELECTION ON NOSE 


DENVER—“The mountain air or 
something brought resurgent Dem- 
ocrats out of the ground earlier 
here than in the rest of the country 
and gave us a chance to peg them.” 

That was the modest expiana- 
tion given to ADVERTISING AGE by 
William McPhee, vice-president of 
Research Services, which cailed 
the close Truman-Dewey vote and 
the Democratic landslide in key 
Colorado offices. 


POLLS IN COLORADO 


: Truman Dewey 
Pee eee Tee 51 48 
Research Services .......... 50 50 
ES er re 49 51 
DE endothb cubes eves eens 49 50 

Research Services, commercial 


polling organization which regu- 
larly also polls local issues for the 
Denver Post, gave a tie prediction 
for Truman-Dewey, which proved 
out within two points of right, and 
called the gubernational, senator- 
ial and congressional more than 
two-one victories of Senator John- 
son and Representative Carroil 
right on the nose. 

Mr. McPhee noted that Research 
Services varied between even Tru- 
man-Dewey to one-half point for 
Dewey as far back as August. 
Further, experimentally in Denver 
County, representing one-third of 
the state’s voters, Research Ser- 
vices ran an area or probability 
sample as well as a quota survey. 
“But we had no sensationally dif- 
ferent results,” said McPhee. “Our 
experimental method results didn’t 
differ substantially from the con- 
ventional or quota method. 

“Frankly, the last-minute psy- 
chological kickover in other parts 
of the country that affected the 
‘don’t knew’ group simply showed 
up much earlier in Colorado and 
permitted us to catch it. Demo- 
cratic strength in other parts of the 
country didn’t seem to crystallize 
until the last moment, while in 
Colorado the Democratic resur- 
gence, perhaps because of the hot 
senatorial Democratic primary be- 
tween Johnson and Cervi, mani- 
fested itself plenty early. We were 
not substantially more accurate 
than Gallup or Crossley who like- 
wise predicted a close as well as 
a cool Colorado. We were just 
luckier in a local situation.” 


Writers Suspend Strike 


The Radio Writers Guild sus- 
pended its strike against agency 
produced shows which it con- 
siders unfair last weex, and re- 
sumed contract talks with the ad- 
vertising agencies’ committee in 
New York. The Guild, which never 
carried out its threat to picket, 
ended the ten-day walkout at the 
suggestion of a tederal mediator. 


Cat Food Campaign Planned 
Coast Fishing Co., Wilmington, 
Cal., is launching a campaign this 
month for Puss ’n Boots cat food in 
American Magazine, Better Homes 
& Gardens, Good Housekeeping, 
New 


Lynn Baker, Inc., 


York, is the agency. 
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Neiman-Marcus Appoints Two 


Madelaine Pilgreen, formerly 
advertising manager of Rosen- 
field’s, Baton Rouge, has been ap- 
pointed head of direct mail of 
Neiman-Marcus, Dallas. Mrs. Dor- 
othy Ware, formerly on the adver- 
tising staff of Montgomery Ward & 
Co., Chicago, has been named per- 


sonnel training director of the spe- 
cialty store. 


Ritter & Sanford Names Two 

Leon H. Leiderman has been 
named production manager of Rit- 
ter & Sanford, New York. Iris 
Broverman has been appointed 
space buyer. 


: GREAT INDUSTRIES 


GREENSBORO MARKET 


SILVER KNIT 


HOSIERY MILLS, INC. 


In the short span of 18 years, Silver 
Knit Hosiery Mills in High Point, has 
become one of the nation's largest 
manufacturers of men's hosiery pro- 
ducing 24 million pairs annually. 


With retail sales of more than 400 million—the Greensboro 
12 County ABC Retail Trading Zone delivers ONE-FIFTH* of 
the total retail sales of the South Atlantic's leading State. 


ROBERT M. SILVER 
Secretary-Treasurer 


"1918 Sales Management Figures. 


BIL. 
> GREENSBORO ~ 


. NEWS and RECORD 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Ine. 


Dope,” 


19,000 circulation of decision-makers" 


buy. Also, 


AIR CONDITIONING and 
REFRIGERATION INDUSTRY 


FACTS 
On 


ITS NEW POTENTIALS 


There's a wealth of data in the new 20-page “Inside 
showing opportunities unlimited for the adver- 
tiser who is fortunate to have anything to sell to a mar- 
ket already worth $2.5 billion annually. Includes thumb- 
nail sketches on the home freezer market, refrigerators 
— large and small, commercial and home air condi- 
tioning, the heat pump, walk-in coolers, frozen foods, 
beverage dispensers, with figures showing a BIG 
sales future for each. Everything from bolts and nuts 
to complete units is needed. 


. ITS LEADING PUBLICATION 


The complete story on the industry's foremost trade paper 
is now available in NIAA form, with break-down of its 
. . facts about 
its readers, who they are, what they read and what they 
1948 figures which demonstrate NEWS 
dominance both in editorial performance and adver- 
tising volume and prove it to be the logical paper to 
help cut you in on sales to this growing industry. 


SEND FOR BOTH — THEY’RE FREE 


BUSINESS NEWS PUBLISHING COMPANY - 


SNDITIONING AND 


MGERATION 


450 W. FORT ST., DETROIT 26, MICHIGAN 


The Election Poll 


(Continued from Page 1) 
off base on action. The polls make 
the mistake of considering opinion 
and behavior as synonymous. 


gw 2. “Election polls are attempt- 
ing the impossible. No matter how 
excellent a sampling or polling 
technique may be, there must be 
some margin of error. For a host 
of marketing and other uses, such 
techniques are extremely valuable, 
but no sampling technique can 
always provide the right answer 
when an error of even one-tenth 
of one per cent might throw a 
whole state into the wrong column. 
The pollsters have been trying 
to accomplish, with a sampling 
technique, a result which couldn’t 
even be guaranteed as accurate if 
a complete count were taken. In 
other words, if a full-scale dress- 
rehearsal election were held a 
week, or a day ahead of the reg- 
ular election, there could be no 
guarantee that it would mirror the 
results of the subsequent election 
with perfect accuracy, especially 
when the race is close. 

3. “The techniques actually used 
in election polling are not the best 
possible techniques. They are tech- 
niques based upon consideration 
of cost and expediency, and they 
inevitably tempt fate in terms of 
statistical bias. For example, I 
would say, without knowing the 
facts, that the national polls prob- 
ably contained a sample which 
underestimates the importance of 
the lower economic groups in the 
population, as well as the farm 
and rural groups. I’m almost posi- 
tive that the ‘farm and rural’ 
sampling tends to become ‘subur- 
ban’ sampling; and suburban pop- 
ulation is far more conservative 
than rural population.” 


a “What seems to me the real 
danger point,” Mr. Hauser said, 
“is that the general public—and 
perhaps business and marketing 
men who ought to know better— 
having developed a sense of con- 
fidence in election polls for the 
wrong reason (their luck in pre- 
dicting elections which were not 
too close) will now lose confidence 
in sampling and polling techniques 
of all kinds for the wrong reason. 

“There is absolutely nothing 
wrong with sampling. It is a valid, 
scientific, extremely useful instru- 
ment, if careful techniques are 
used. The fact is, the election 
pollers are asking this useful, effi- 
cient instrumentality to do a job 
which cannot be done—and for a 
purpose which is actually nothing 
more than a stunt, and serves no 
social use. 

“It will be extremely harmful 
if the public and business and 
marketing men permit the election 
polls to cast doubts on the validity 
and usefulness of this very useful 
instrument.” 


ws William W. Huesner, director 
of research for Pabst Sales Co., 
and chairman of the Association 
of National Advertisers’ committee 
on advertising research, expressed 
much the same line of thought. 

“The bad guesses of the election 
pollsters should not have the 
slightest effect on marketing re- 
search,” he told ApverTISING AGE. 
“They’re an entirely different 
breed of cats, and whether they 
are right or wrong has no effect 
on marketing research. 

“The election polls measure in- 
tentions of voters. But there is 
considerable difference between 
intention and action, and that’s 
exactly why any study based on 
intentions is likely to get one into 
trouble. Even so, however, mar- 
keting research is not affected. 
Take this case: 

“An election poller checks in- 
tentions, guesses 3 or 4% wrong, 
and comes out on the wrong side 
of an election. But suppose he does 


exactly the same thing in a mar- 
keting operation. Suppose, for ex- 
ample, that a company merkets a 
new product because a poll of in- 
tentions shows that X% of the 
people will buy such a product. 
No company that I know of would 
be perturbed if sales experience 
showed that instead of X% of the 
people buying the product, only 
90% of X bought it. Yet in an elec- 
tion, that might make much more 
than the difference between vic- 
tory and defeat. 

“We can carry the discussion 
farther. Marketing research which 
is fact-finding (and a great deal 
of it is), is not concerned with at- 
titudes at all. It simply measures 
actions already taken, which is 
much easier than attitude or opin- 
ion sampling. But even on attitude 
or opinion sampling, the errors 
which cause red faces on election 
pollers have no great effect on 
marketers. A poll on employes’ 
attitudes toward management, for 
example, can be accepted as valid, 
because no action follows on the 
attitude. And if a company made 
a poll this year which showed 
30% of its employes loved it, and 
next year that 45% felt that way, 
there would not be the slightest 
reason for doubting the validity of 
the findings, provided proper tech- 
niques were used. 

“There just isn’t any reason for 
thinking of marketing research 
and election forecasting in the 
same category, even though they 
may use the same general tech- 
niques.” 


a A check with other prominent 
public opinion pollsters turned up 
interesting sidelight information. 
Two of the most prominent were 
out of the country on the day when 
forecast and results were polls 
apart. Elmo Wilson, of Interna- 


Advertising Age, November 8, (9448 4;vert 


tional Public Opinion Rese: re} 
and president of the American \s 
sociation on Public Opinion | 
search, was in Latin America; 
F. Lazarsfeld was in Oslo. 


; Ge llup: 

Herbert Hyman, director of tip) 
National Opinion Research Ceuih One 
and vice-president of AAPOR, & e had 


clined to comment on the re: soy cmith 
for the fumbled forecasts, savin 7 


he had not been able to study th “ a 
material sufficiently. He said h n two 
hoped that the technique of pollin , 27 
public opinion would not be dis. bj 
credited in the public’s mind be ‘ie TT 
cause of the inaccurate foreca:'. 4% of 
- 

= Asked by AA if the electiog””, > 
error might mean distrust of poll} 9 4... 
ing technique in market researc 

Mr. Hyman made the followin occa 


points: Obstacles like correctio 
for “turnouts” and “undecidedf 
voters are not necessary when on 
is testing opinion of (say) a toothP!°P®™ 

paste; “I have never believed tha°" °® 
election forecasts were the prope I wae 
place to validate methods . potion: 
would be a mistake to evalua 

elections as evidence of accura 
of the method .. . It would be 
mistake to feel that this [the erra 
in forecasting] invalidates t 
theory of empirical research . 
large populations.” 


s Frank Coutant, Fact Finders Agr 
sociates, pointed out that his con 
pany has. never been engaged | 
vublic opinion polling, because ; 
the difference in techniques. ield an 
believes two factors may hagglso dre 
made the forecasts inaccurate: (jween 
the 3,000,000 “undecided” vot@uestion 
were incorrectly interpreted, singict can 
this bioc obviously carried a sugjway. He 
stantial concealed Truman vot()f the m 
(2) Truman drew a terrific “syn “temp 
pathy” vote from persons who ag@n the m 
mired his fight and did not wag§tricted ] 
him to be repudiated. As for tippinion 
possibility of bad reaction to maffthere is 
ket research from the forecas@ieving 
Mr. Coutant said “Definitely, nof%heory o: 
He reported that Fact Findeffesearch. 
ur Owr 


pway fi 
earch | 


MEMO TO 


If you want your Akron sales promotions 
to produce Maximum Results, keep in 


mind the unmatched 
Press. 


Akron Buyers Read 


and Buy Local. It is, therefore, necessary 


Let’s Talk 


aid. “It 
ect on o 
SPACE BUYERS: 


Alfred 
bwn res 
fork anc 
op awar 
eting A 
ver the - 
on polls 
ion, 

“This | 
business,’ 
DVERTIS! 


Turkey 
about 


Power of the Local 


Local, Think Local 


to appeal to them locally if you wish to get 
your share of the more than 425 million 


dollars that Akron Buyers annually spend 


in retail sales. 


The only complete way to reach these 


buyers is through the 


influences ALL Buyers, The Beacor 
Journal, Akron’s only daily and Sundaj 


newspaper. 


JOHN S. KNIG 
NATIONALLY BY: 


REPRESENTED | 


AKRON _ BEACON, JOURNAI 


one local media that 


SLISHED 


HT, PUBLISHER 
STORY, BROOKS G FINLEY 


ee ey er rm ne cm ne 4 To 7 J ee calls , : bebe ' a <a a ae 
aay doer "EGR 305 alee ae |: ee et ig rs Pe a ae ei pte Meme ee ee ee Pee em igh eta, & ae Se Tie. % = i ai 
re 2 pe ie oS a. bescie Sp be ee ae ine Ree ee a a ice : pigs 5. hs ae : eons e ake Mi lee 
ile aes. eae a4 : ee Pies: =. ee iar Oe o. Pr eae =: i Serre: ees 2 eraaih on econ ee e Er ae Bete fe ib ae ge se : Sey ky : bo : Se ae — oe” 
ey is shih ee iene tea aeetiareetee =" ere WEE iy ae, 5 ee TRS... ghatere ST aie i pe ok Pore ieee ae Me a PT lla Sie ; a - ae 
a soci teas ee c Ee % i ce Ge aa als pam! ~ We re owe Ne eee oe ae ae ie: - al yee Say ass af ream ots : cede nih : ee | ae a : 
‘ i: = ) , 
mM | son 
me ee | pe | ha! fil 
" | vye\s t! 
es an’ he 
ae \" escare 
ae 1 
(a8 
cae 
eG .’ 
a 
-_ a. .:  ———————————————————— 
rae 
"; + | 
pe; ‘ 
3 ' " 
: Ses i . | | 
ped ie 
Pte 7 _ 
a - is Pere ee eens ee: : « To a 
* P05 ~ me won ~ “ 
eee le SS te a a eae 
; > eas ie ; wi 
> : “a 5: - - 
ie 3 _——- ¥ = i A eye 
a . - — . e 7 = . 
me : ; i te * a 
vee ~_— gat tes “ 
Pipe . “a adi = ae Tie - | 
q ea ¢ ae —— 
ae ‘ - ? neal i 
i ae Ge 
age Wistar 2 me Ai ie . ‘ ° — . 
ee ape? SaaS, Be ey AL pie 
7 : Soe. 2. se des ¢ aia| ee if 
; : ae if pe a ae ae ' i ¢ is ¥ % 
: Fe ee oo meee Oe ’ Pa oe 
; aa ee ee: ae. 
ries 4 ae ; digg es 
‘ a =e, ARTY 
aoe og —2*.: 7 = ‘ — ; “ ray 
Pee ae ta = = “ 
St ls ‘ es ee be , 
me x ; a au ] : 
eS 
— a x 
Pe i 4 4 ; 
’ cae | . 
- i ‘ 
: ° ° eras 
er. a . ae 
Lay ia 
2, ae 
we Oe d Z 
Poe i 
ook $ 
col 
in 
: ; ‘ : Po 
i 1g 
= | 
s | 
oo | eee 
ae 
ae f ’ 
a ‘ ee | 
e SOR 
2 4 
<> Be.) =~ 
,, a ey 
Ie aici | 
al a tS Mee 
sill . Se GMS os 2, 
o J SEE Be PS 
( ; ee re Eats PF 2 et 
the : : CNN 4 EP Fe 
rm S|> ee We Od, 
rae en oe oa 
a oT Swe AKRON 
ae VN {7 Seas j 
ees ge | fei hi. fj 
A eke ; y ~ —_~ 
. Bee ice 
oath ‘ee <7 
a sn ti | 
ae | et Ye ae) es ig | 4b oe 
N é WW 
— . ' : 
es 4 ‘ —=— 
ad : 
a 
‘ ~ S eas’ ‘ 
a 3 all - 
tie eg . 
es ae : , Z > es 
ae : ar 
“a mw Yuu 
~ os > - | 
he 
pits, s . 
es . . | 
ere ner 
> ey 
os) / mea Po 
paae f , 
ja aa 
a * 7 : 
a oe e * Pe P 
* ea ~ a, 
obo 
ae ee | 
ig. | 
ce ‘ a ie a eo ig | 
ae ee oka ere 
a 7 ie Ey Lidia ——— 
Bois < <e isp ‘an rh pou aes. " 5 Aare eis els ni eae nae cs or WT eis ee Stith a teak . eT 3 EME Dee See eee at iS 4 Wart, Pose hora at Pans fee) ew gs ee tp + en: Lage | | Aiee 


rided 
m on 
tooth 
d the 
rope 
alua 
‘ura 
| be 
 errd 


sm 


Wilso drew a sharp distinction be- 


@ct can be answered in a factual 
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ha | filed five orders for new sur- 
yes the day after election day, 
an’ he sees no damage to market 
research resulting from the Roper- 
Geilup-Crossley debacle. 


e had reason to cheer was Everett 

smith, director of research for 
Macfadden Publications, whose 

Jaze Earner Forum had forecast 
on two occasions (Sept. 28 and 
Oct. 27) the preference for Tru- 
an by workers and their fami- 
lies. These families, representing 
54° of U. S. urban population and 
2% of total U. S. population, 
were for Truman over Dewey by 
h 3-to-2 majority. 

He saw in the failure of the 
orecasts evidence of “inadequate 
sampling—and I don’t mean num- 
bers.” Failure to get into the 
proper strata in correct propor- 
ion caused the error, he said. 
‘I was torn between conflicting 
emotions,” Mr. Smith, a devout 
Republican, confessed, “disappoint- 
nent over the election, worry over 
yhat the outcome might do to 
narket research, and pride that 
ur poll was coming out on the 
ose.” 


Paul Stewart, president of Stew- 
pt, Dougall & Associates, reminded 
A that his company has steered 
pway from political opinion re- 
earch because it considered the 
ield an “unwise venture.” He 


ween market research, where 
huestions about a brand or prod- 


ay. He admitted that the effect 
f the missed forecasts might have 
» “temporary, regrettable effect” 
n the minds of people with a “re- 
tricted knowledge” of market and 
pinion research, but added that 
‘there is no valid reason for be- 
ieving that this disproves the 
heory of market or public opinion 
esearch.” “We have no fears on 
ur own account,” Mr. Stewart 
aid. “It will have no adverse ef- 
ect on our business.” 


Alfred G. Politz, head of his 
wn research company in New 
fork and two-time winner of the 
op award of the American Mar- 
eting Association, was jubilant 
ver the failure of the public opin- 
on pollsters to forecast the elec- 
ion. 

“This is good for the research 
business,” Mr. Politz crowed to 


DVERTISING AGE. “This is excel- 


lent influence. It will help us to 
get rid of the charlatans. The 
profession will become more ethi- 
cal and scientific.” 

He reminded AA that he had 
previously attacked the election 
polling methods, and said that re- 
search personnel of the Census 
Bureau concurred in his opinion 
that a biased sample is used. “This 
is well known in academic circles,” 
Politz continued, “and was one of 
the reasons for setting up the 
courses at New York University.” 

“This election sample,” said 
Politz, “is no worse than any of 
the ones in the past which were 
successful only through luck. A 
one-sided sample will sometimes 
give a good result but it is still 
not a good sample of the universe.” 

“TI am very glad,” he declared, 
“that even the lay person has a 
chance to see this now.” 

He called election polling sam- 
pling “slipshod,” and added that 
the “pollsters live on luck” and 
lack “courage to advance to the 
public the truth that it is not 
skill but chance.” 

Of the failure to forecast the 
election, Politz had but one epi- 
taph: “Pure research will gain 
from it. It’s good.” 


« C. E. Hooper said the failure 
of the political polls left his con- 
fidence in Hooperatings unshaken. 
Although he declined to comment 
on the pollsters’ flop—on _ the 
grounds that it would be unethical 
to do so—he did say, “We don’t 
ask people what they are going to 
do. Rather, we measure radio audi- 
ences while people are in the act 
of listening. We ask what they are 
doing while they are doing it... 
It is analogous to the vote.” 

Another advertising man called 
to remind AA that, coincidentally, 
the Gallup, Roper and Crossley 
organizations are active in the 
Magazine Audience Group studies, 
which came under the critical fire 
of Ralph Starr Butler, former vice- 
president of General Foods Corp., 
at the ANA last week (AA, Nov. 1). 
The MAG studies, he reminded, 
are also not absolute measure- 
ments, but are projections from a 
sample. The field work for these 
studies is conducted by Crossley, 
Inc. 


w Dr. F. F. Bradshaw, president of 
Richardson, Bellows, Henry & Co., 
a firm specializing in attitude test- 
ing in industry, said one “whole- 
some” result of the forecasting fail- 


AUS 


gl 


“lee a 
compass 
#0 find 


€ 


pa ae wie g 


r way home 


Net today you don't. Streets and highways are 
too well marked. You get your story to 
businessmen the same way. The Kiwanis 
Magazine leads directly to businessmen 

on America’s Main Streets with no 


for brochure and rates. 
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detours—no waste circulation. Write us 


ure -“will be a demand for more 
scientific thoroughness.” He said 
“some” current polling methods are 


“1936 model” devices, and that 
many improvements devised in the 
past 12 years are not always 
adopted in practice. 

As a second-guesser, Dr. Brad- 
shaw said, “The sample of the 
population interviewed must be 
thoroughly representative ... No 
states ...can be taken for granted 
and the rural population must be 
represented in the cross-section re- 
gardless of the expense it requires 
to interview it properly. The in- 
terviewer must also visit de- 
signated subjects, rather than those 
who are convenient. Voters who 
are not registered to vote must 
be omitted.” 

The typical opinion poll, he 
pointed out, simply asks for pres- 
ent opinion and makes no effort 
to find out why the person holds 
it or how strongly he holds it. 
There is always a possibility of 
error in predicting how such opin- 
ions can be changed or how easy 
it is to change them, he commented. 


But while public attention fo- 
cussed on the pollsters, another 
branch of the inside-information 
family was holding its head in 
its hands. A number of newspapers 
and magazines had gone to the 
trouble of having their Washing- 
ton staffs check the top political 
newsmen in the country. 

The answer was invariably the 
same: Dewey in a breeze. The 
clouded crystal ball even extended 
to its inventor, the blythe New 


Yorker, whose correspondent on 
the Truman train reported in part 
that the U. S. was very friendly 
toward Truman and would give 
him anything—except the presi- 
dency. 


Roizen Appoints Rich 

Arthur H. Rich, formerly with 
Rich Ice Cream Co., has been ap- 
pointed an account executive of 
Roizen Advertising Agency, Buf- 
falo. 


Photostats 


FOR ADVERTISING 


540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 


111 E. DELAWARE ST. 


ity comes of 


Hogs are important to Ohio farmers—but they're not 
everything! No, sir, in the Buckeye State, farmers 
believe in a variety of products. Thus, they avoid the 
ups and downs of a single product . . 


coming in the year around. 


Now, that’s one reason for Ohio’s STABILITY... 
a stability incidentally that’s rarely found in other 
“upper third” farm states. Another reason for this 
stability is the proximity of Ohio farmers to their 


THE OHIO FARMER 
Cleveland 


PENNSYLVANIA FARMER 
Harrisburg 


. and have money 


a 


markets. Because they’re only minutes away—they 
spend less money in selling—save money for buying! 

Then, there’s age—a mighty important indication 
of stability. And Ohio’s been a great farming market 


for more than one hundred years. Indeed, THE 


MICHIGAN FARMER 
East Lansing 


OHIO FARMER has been bringing the latest farm 
news to farm families for all those many decades. 
Today, THE OHIO FARMER is still the favorite 


with two out of every three Ohio farm families. 


Golden Crescent Stability... 


“your best profit hedge in the farm market” 


No farm area of equal size and wealth can match the stability cf 
The Golden Crescent. It has greater age . . . more market cen- 
ters ... a larger variety of products. Served by MICHIGAN 
FARMER, THEOHIOFARMER,and PENNSYLVANIA 
FARMER, The Golden Crescent safeguards your profits through 
the ups and downs of the farm market. For further informa- 
tion, write 1013-D Rockwell Avenue, Cleveland 14, Ohio. 
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The SUN-TIMES goes to more than 600,000 families in Chicago and suburbs 
—one reason why the SUN-TIMES appears on the 1948 advertising sched- 
ules of these major automobile manufacturers: eee ee 
_Buick Oldsmobile will show you actual 
Chevrolet Hudson ~* Packard asurananes oe. ad- 
Chrysler Kaiser-Frazer Pontiac vertising perform- 
Crosley Lincoln Plymouth ances unequaled by 
Dodge Mercury Playboy any other Chicago 
Ford Nash Tucker newspaper. 
Your advertising dollar gets more “mileage” in The Chicago SUN-TIMES, 
at one of the nation’s lowest milline rates for newspapers. See the proof! » 
cHG-CcC ACO 
SUN &] TIMES 
THE PICTURE NEWSPAPER 
HERE’S THE PICTURE! 2. none ON ee 189,151 


672,848 daily 
602,903 city and SUN-TIMES OR ka ee aoe OS ee ae 87,536 
retail trading zone | 
200,000 HER.-AM. | OC) ae 80,003 RETAIL TR. ZONE 


home delivered 


(Based on ABC Publisher's statement 
for period ending Mar. 31, 1948) DAILY NEWS 
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